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-Oil- Burning Triumph of the Githers 
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CENTURY WASHINGTON 


Hot-Blast Oit Burning furnace 


The oil heater you can afford to tie to— that everywhere is prov- 
ing a selling sensation, New type burner with cast iron bottom. 
Burns 38/40 distillate with astonishing efficiency. Simple, fool- 
proof in operation. No wicks; no moving parts, Nothing to get out 
of order. Heating unit has larger radiating area than ordinary oil 
heaters — produces a tremendous volume of clean, odorless heat. 
Built-in down-draft hot-blast adds to efficiency. Exquisite Circas- 
sian Walnut cabinet, with two-tone maple and ebony trim. Three 
sizes to meet every need. Four other models — six sizes 
— America’s most complete oil heater line. Add to this 
year’s profits with the Century WASHINGTON. Write 
today for catalog of the complete Washington Line. 


GRAY & DUDLEY COMPANY ° Nashville, Tenn. 


Established 1862 
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THE WOOSTER 3-POINT MERCHAN- 
DISING SYSTEM --- FOR SELLING 


WOOSTER 


pees 


BRUSHES 







Animals may make fine pets... but “cats” and “dogs” in a 
brush stock are just a perpetual headache. That’s why you will 
find nothing but popular, fast-selling, good-profit numbers in 
the Wooster 3-Point Merchandising System. 

We took Wooster Brushes which have proved the fastest 
moving in the entire line... twenty-six of them, ranging from 
well-made ten-centers to the best grade of master painter tools 
... designed three of the most effective merchandising units 
ever offered ... the Wooster Swinging Sampler, a two-sided 
metal wall panel; the colorful, angle display Wooster Counter 
Sampler; and the box-type Variety Venders. Use any one of 
them...or any combination...and you automatically select 
a simplified, fast-selling brush line. 

To hold brush stocks to a minimum...to get brushes that 
sell, and sell quickly... to steer clear of “cats” and “dogs”... 
write today for the illustrated folder describing The Wooster 
3-Point Merchandising System, or ask any Wooster jobber for 
complete details!...The Wooster Brush Company, Wooster, Ohio. 
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NEW 
YALE PADLOCK No. 771 
Four Pin-Tumblers. 500 key 
changes. | in. case. Suggest- 
ed retail Price $1.00. 


YALE PADLOCK Na. 772 YALE PADLOCK No. 773 
Five Pin-Tumblers. 1% in. case. Five Pin-Tumblers. 134 in. case. 
Suggested retail Price $1.20. Suggested retail Price $1.25. 


O COMPLETE a series of High Grade YALE Pin-Tumbler 

Padlocks, the original numbers of which (773 and 775) 
have proved extremely popular, we. now present three 
new sizes as indicated in the illustrations. All of the pad- 
locks in this newly completed series have cases of solid 
brass with hardened steel shackles. All provide an excel- 
lent degree of security which makes them suitable for 
many uses. With the exception of No. 771, 
key changes are practically unlimited. 
This newly designed line enables you to sell 
finer quality Pin-Tumbler Padlocks within 

a moderate price range. You will find the 
771 series a fast selling profitable line. 


Keys of 
this type are sa 
used with these 
Padlocks. t 


See your jobber or write to us direct. 


THE YALE & TOWNE MFG. CO. 


STAMFORD - - CONN., U.S.A. 


AUGUST 12, 1937 

















NEW 
YALE PADLOCK No. 774 


Five Pin-Tumblers. 1% in. case. 
Suggested retail Price $1.50. 





YALE PADLOCK No. 775 
Five Pin-Tumblers. 2 in. case. Suggested retail Price $1.85. 
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Hardware fos, gebticies every other Thursday by Chilton Co. (Inc. ). 
‘ew Yor' Y. Bntered as 


39th Bt. 


Publication Offe>, Chestnut and 56th Sts., Philadelphia, Pa. Editorial and Eaccoutive offices, gee ry 
matter March 24, 1933, at the Post Office at Philadelphia under the. Act of March 3, 1879. (Printed in U. 8. 


second-class 
$1.00 per a. Single ‘copies 15¢ cach. Vol. 140, Ne. 3. 
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EVERY ONE A LEADER... EVERY ONE A FAST SELLER. ‘VE 








TABLE [ 
a CONVENIENT COFFEE 


SOLID WALNUT OR MAHOGANY IMPROVES DISPLAYS : 


ESIGN . INCR 
New IN P aS “ASES Sarre 


EXTRA PROFITS FOR 
DEALERS WHO ORDER 


NOW 


$95.90... .. Total Retail Price... . . $59.90 | 
53.97 .. . Your Cost on Special Deal... 35.42 


DEAL ORDERS MUST INCLUDE ALL ITEMS SPECIFIED—ABSOLUTELY NO SUBSTITUTIONS 
Limit: Not more than 10 Deals to any one Retail Outlet 


~= 


R. ‘VERY ONE NATIONALLY ADVERTISED 








STANLEY 


“HOLD-FAST” CLAMP pom 


LOCKS TRACK IN POSITION 





[ STANLEY } 


ey 


Stanley Has Equipment To Meet The 
Requirements For Any Sliding Door. Fully 
described in Stanley Catalog No. 38. Send 


for your copy. 


THE STANLEY WORKS 


NEW BRITAIN, CONN. 

















Stanley ‘l'rack Brackets for parallel-sliding or folding-sliding 
doors embody the “Hold-Fast”’ Clamp as a built-in feature. 
This clamp locks the track into position, and holds it rigid, in 
perfect alignment. It permits any number of sections of track 


to be joined into one continuous piece for smooth, quiet 


operation of the doors. 


STANLEY ‘vances 
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HARDWARE AGE 








eS You can spend a whole day sell- 

ing paint to housewives. A pint 
to one—a quart to another. Then a 
master painter walks in. And in five 
minutes buys more than all the small 
purchasers put together. 

This star customer has one well- 
known “buying habit”. The No. 1 
item on his list is white-lead. All the 
other things he needs are bought at 
the store that sells him his white-lead. 

Hitch your wagon to this star. It’s 
easy. Just stock and push Dutch Boy 
White-Lead, the most sought-after 
item in the painters’ line—the item 
that attracts the volume buyers. 

Other Dutch Boy products that 
help to bring painters into your store 
are: Dutch Boy Linseed Oil, Dutch 
Boy Lead Mixing Oil, Dutch Boy 
Colors-in-Oil, Dutch Boy Liquid- 
Drier, Dutch Boy Wall Primer and 
Dutch Boy Quick-Drying Red-Lead 


ae @ Rhy 
g “Fs | y ' / a = a Primer. ; 
a / Tor | \ \ \ te: Selling Suggestion 
md & }* : , BAS LL L »)? ay One sure-fire method for attracting 


=a painters’ business is a Dutch Boy 
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Department. Stage a get-together of 
k WHERE PAINTERS BUY THIS y Department. Stage a get-together 0 
) y products and fine 
ot — they also —<—=——— a a ; DUTCH BO f) them up in a good position on your 













buy th ' — shelves. That tells painters how well- 
ee BOY ALL- PURPOSE f equipped you are to serve them. It’s 
' rr SOFT PASTE 14 an idea that has paid out in store 


WHITE LEAD after store. 


aa DUTCH BOY 


PAINTERS’ PRODUCTS 


NATIONAL LEAD COMPANY 
111 Broadway, New York; 116 Oak St., Buffalo; 900 West 18th 
St., Chicago; 659 Freeman Ave., Cincinnati; 1213 West Third 
St., Cleveland; 722 Chestnut St., St. Louis; 2240 24th St., San 
Francisco; National-Boston Lead Co., 800 Albany St., Boston; 
National Lead & Oil Co. of Penna., 316 Fourth Ave., Pittsburgh; 
John T. Lewis & Bros. Co., Widener Bldg., Philadelphia. 
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FLORENCE PROSPECTS MEET YOU AAZ/WAY 


. because Florence has gone all the way to pull them to your door. In the finest line 


of oil-burning heaters ever offered, Florence provides new models to meet every need 


and pocketbook. Behind every heater is the experience of 65 years’ constant develop- 


ment of oil-burning equipment; a long-familiar name, and a reputation that means 


dependable service and satisfaction. You can build a large and profitable business with 


the line of heaters that sell—and stay sold. Tie up to better sales with Florence mer- 


chandising and sales promotion. 


Satisfaction Proved: Many thou- 
sands of Florence owners all 
over the country testify to 
Florence comfort, service and 
lasting satisfaction. Their recom- 
mendations to others bring new 
sales and better profits to you. 


THE COMPLETE LINE 


With the big new Florence line, you 
can turn almost any shopper into a sale. 
The unusually wide range of styles, heat- 
ing capacities and prices give you all the 
answers. And there’s a world of appeal in 
these beautiful heaters, with their grace- 
ful lines and rich porcelain finishes. Show 
your prospects the powerful new flue-con- 
nected Circulating and Radiant Heaters 
with sleeve type or pot type burners; the 
popular Cabinet Heaters with wickless 
kerosene burners that require no flue; the 
Kitchen Heaters, Garage Heater, and port- 
able Room Heaters; and the dependable 
line of Range Oil Burners to modernize 
kitchen stoves. 

Complete your line of Florence Heaters 
today. Be ready to meet all comers with 
a model for every need and pocketbook. 


TO BOOST YOUR SALES 


Florence stands by you to help clinch 
every sale. On each heater is a Facts Tag, 
giving full details of construction and 
operation. And as a Florence Dealer you 
receive free: 

Big Window Trim, shown at right, in- 
cluding large six-color cut-out, 20 feet of 
crepe streamer, and small cut-out in colors 
featuring complete line and Facts Tag. 

Eight-page Rotogravure Booklet on 
Florence Oil-burning Heaters and Range 
Oil Burners, emphasizing their comfort, 
beauty and convenience. Hand it to the 
person who wants to “think it over” ; mail 
or deliver it to the homes of your best 
prospects. Supplied free in reasonable 
quantities, imprinted and sealed. 

New Ad-Cuts look like halftone and 
print clearly every time. Make your news- 
paper advertising stand out. 





FLORENCE OL et LAL) HEATERS 
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What is a good knife...toa One 
housewife? She wants a knife aay 
» that will start sharp and stay them 
sharp! And she wantsa knife 
that is comfortable to hold. ;,,,, 


That’s all. So, you will find you 


: ue tool 
that the first requisite of all pss 
Geneva Forge cutlery. It he 

spac 
For instance, here is a brand new He 


merchandising idea that is click- then 
ing beyond our expectations. need 
Wagon-Wheel Cutlery! It carries jen! 

all the romance of the old west. .. 
when a knife had to be good. The 
carton is beautiful. The method of Sh 
displaying the knives is ingeni- They 
ous. The cutlery cannot be sur nov 
passed at its price. And the pack desic 
is a half dozen assorted in the madi 
display tray, with a replacement we Vv 
half dozen in the box underneath. WwW 
Do they sell on the counter? We 


know they do! naar 
went 
If that doesn’t appeal to you, items 
we have a magnificent counter mn 
unit with complete assortments of 
cutlery to meet every possible ' W: 
need and price. Also, there are right 
knives packed a dozen in a fine ... y 
easel display box. We have a_ in yo 
brand new line of ebony handled 
cutlery in individual boxes. A&] 


What is most important. . . they 
sell! . . . because they start sharp, ED 
stay sharp, fit the hand, and are 
merchandised properly. 


GENEVA FORGE 
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One of the leading hardware editors once said: 
‘“‘When the industry wakes up to the sales possibili- 


ties of small housewares—and goes out and sells \ 
them—some of the hue and cry about unfair compe- 4” TA 


tition will simply die a natural death.” c j \\r \ 

Well, here is our contribution for selling small WA? 
housewares. Very modestly, we don’t mind telling 
you it’s a knockout! The Merry-go-round kitchen © 
tool rack just makes your fingers itch to turn it 
around—and turn, it does. It has color. It has action. 

It has eye appeal. It takes up negligible counter 
space. It sells/ 

Housewives invariably stop . . . look it over... 
then turn it around . . . and find something they \\. 
need. We've watched them do it nine times out of \\. \ 
ten! And that, in any man’s language, means sales \ \ 

. . . tight into the cash register. XA \\ 

Shrewd merchandisers developed this display. \ \ “ 
They know the kitchen tool business... and they \. \ 
know women’s buying habits. But this idea was 
designed and tested, redesigned and retested, and 
made the basis of long and patient experiment before 
we would say “yes.” 

With the display approved, we went to work on 
an assortment of the fastest-selling kitchen tools. We 
went right to our sales records to pick out the sixteen 
items that sold in the greatest volume. You'll find 
them on the back page. ; 

With the A & J quality merchandise . . . priced 
right . . . plus a display that SELLS nine out of ten 
... you won't have a single worry about store traffic 
in your store. 


\ 


A&]J KITCHEN TOOL DIVISION * GENEVA FORGE DIVISION 


EDWARD KATZINGER CO., CHICAGO 


1949 NORTH CICERO AVE. 


1. 6 only Red—6 only Green 
No. 82 Strainers 

. 6 only Red—6 only Green 
No. 96 Strainers 

3. 6 only Red—6 only Green 
No. 61 Strainers 

4. 6 only Red—6 only Green 
No. 98 Strainers 

5. 6 only Red—6 only Green 
No. 97 Strainers 

. 6 only Red—6 only Green 

No. 85 Strainers 
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DEAL CONSISTS OF: 


7. 6 only Red—6 only Green 
B-1007 Spoon 
8. 6 only Red—6 only Green 
B-1020 Spoon 
9. 6 only Red—6 only Green 
B-1046 Ladle 
10. 6 only Red—6 only Green 
B-1017 Kitchen Tool 
1l. 6 only Red—6 only Green 
No. 330 Cake Turner 








12. 6 only Red—6 only Green 
B-1038 Fork 

13. 6 only Red—6 only Green 
B-1003 Masher 

14. 6 only Red—6 only Green 
B-1042 Can Opener 


15. 6 only Red—6 only Green 
B-1051 Batter Whip 


(ee ere No. 885N 
Can Opener 








Your Profit on the Merchandise is 58%! 


Spoons, forks, strainers, mashers, cake turners, AND the terrific 
volume Miracle Can Opener. . 
dozen of each in green and a half dozen in red, enable you 
to meet your customers’ every whim. Every tool is standard 
merchandise and can be reordered from open stock. Your 
margin on the deal should convince you it’s worth a good try. 


SHIPPING WEIGHT 45 POUNDS 


. they're all in there. A half 
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Here are the Coleman Products you’ll 
want to feature for more business this fall: 


Coleman Lamps to supply every home lighting need. 

Coleman Lanterns—real outdoor lights for farmers, 
hunters, fishermen. 

Heaters—room size, for use anywhere quick, efficient, 
low cost heat is desired. 

Coleman Irons—gasoline and electric, for easier, faster 
and smoother ironing. 

Mantles and Generators for every Pressure Mantle 
Lamp and Lantern user. Sell extras with every 
Coleman Lamp and Lantern sale. 


They’ll give a big push to the upswing of fall and 
winter business for you because every home needs one 
or more of these Coleman Appliances. 

Sell Coleman Products for satisfied customers, repeat 
business—for good profit. 

See your jobber for dealer prices, discounts and full 
information. Write us for sales helps. 


THE COLEMAN LAMP AND STOVE COMPANY 


Wichita, Kans.; Chicago, Ill.; Philadelphia, Pa.; Los Angeles, Calit.; 
‘oronto, Canada. (FD-52) 


COLEMAN MANTLES 


In demand all the time. They’re sales 
leaders because of their unvarying 
high quality. Three types priced to 
suit every customer. Silk-Lite; Stand- 
ard Cotton Mantles and Raytex! Best 
for Coleman Lamps and Lanterns. 


COLEMAN SELF-HEATING IRON 


The Coleman Self-Heating Iron 
is the fastest selling iron of its 
kind on the market. Needed in 
every home. Makes and burns its 
own gas; costs only 44¢ an hour 
to operate. Cuts ironing time 4! 
Coal bien handle. Hot point and 
tapered heel. Can be used any- 
where; no cords or tubes. Genu- 
ine instant lighting. 


for FALL SALES” 












No. 132A No. 129 
COLEMAN LAMPS Fine sellers, especially at this 
season of the year. The best 
rtable home light made. Light almost like natural day- 
ight. Three gasoline and two kerosene models meet every 
need and priced to fitevery purse. Sell Coleman Lamps to every 
undioatetiied home in your trade territory. Sell to electrified 
homes for ‘‘emergency light’’ when the power plant fails. 











COLEMAN LANTERNS 


‘“‘The Lights of a Thousand Uses’’. The fin- 
est outdoor lights made. Needed by tourists, 


THE NEW 





ees ge ty 
| CIRCULATING Storms can’t blow them out. Good sellers 
i HEATER year ’round. Always keep them on display. 
No. 490 
; + 
INSTANT 

LIGHTING No. 58 














The newest addition to the Coleman 
Heater Line! Circulates 3860 cubic 
feet of warm air an hour. Lights 
instantly —easily regulated—heats 
rapidly. Duroplastic enamel finish 
will not chip, crack or peel. Everdur 
Metal Fuel Tank easily removable 
for quick, easy filling; can’t rust or 
corrode. Room size. It has a big 
market for use in homes, stores, 
offices, trailer homes, ete. 


COLEMAN RADIANT HEATERS 


Provide low cost, quick heat for 
any home, anywhere. Make and 
burn their own gas from ordinary 
gasoline. Portable, convenient, eco- 
nomical, efficient. Particularly good 
for fali selling—before big heating 
plants are started. Two models: 
the big powerful No. 5B, with 
automatic fuel control and smaller 
No. 16, instant lighting. 





COLEMAN AUTOMATIC ELECTRIC IRON 


New streamlined, Super Speed Models 
with Super Power, 1100 watts. Many 
new features. Save work, time and 
money for the user — build profits for the 
dealer. Save as much as 40% on elec- 
tricity. Get the new line up on Cole- 
man Irons—four models. 








HARDWARE AGE 





WIN CHESTER 


TRADE MARK 






KG 


New Winchester 
Baby Bronzelite 











LA: WINCHESTER 
es _— Now Increases Your 
Profit on Deals to 35% 


Deal No. 75—6 Winchester new Baby Bronzelites in Retail Value . . $5.94 
eye-catching 4-color counter display package, and 24 Price to Dealer 3.86 
Winchester No. 1311 Hi-Power Super Seal unit cells. — Dealer’s Profit $2.08 








WINCHESTER Deal No. 85—6 2-cell Winchester Chromium-plated Retail Value . . $8.70 
: > Spotlights in attractive, colorful display, and 48 No. Price to Dealer 5.66 
1511 Winchester Hi-Power Super Seal unit cells. Dealer’s Profit $3.04 





Deal No. 80—6 solid 22K copper 2-cell Winchester —_ Retail Value . . $8.70 
Spotlights with handsome, durable new cases, in new Price to Dealer 5.66 
Si-me folding twin type counter display, and 48 No. Dealer's Profit $3.04 
1511 Winchester Hi-Power Super Seal unit cells. 


Ask your Jobers Salesman. for full detaila 






AUGUST 12, 1937 13 

















FIG.2739 


NLY MYERS offers 
you the many ad- 
vantages necessary to di- 
versified water system 
FIG.2510 business and profits. 
Thoroughly _ established 
—nationally advertised 

—quality built to pre- 


7-3 


ii 
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cision standards—favor- 
ably priced — sold 
through regular trade 
channels only—this com- 
plete line leads in sales 
and profits for dealers 
everywhere. 
Write or wire. 
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THE F.E.MYERS & BRO.<°. 
ASHLAND, OHIO 


PUMPS-WATER SYSTEMS-HAY TOOLS -DOOR HANGERS 














MAKE SURE YOU 
START RIGHT 
IN YOUR QUEST 
FOR MORE BUSINESS 


USE- 
Lists That Bring Maximum 
Success To Your Direct Mail 
Sales Promotion Advertising 
And To The Personal Sales 
Contacts of Your Salesmen 


We can supply you with 
the following lists:— 


1355 Outstanding Major Hardwate Retailers 
whose sales exceed $50,000.00 Annually. 
For $15.00 


10978 Major Hardware Retailers whose sales 
exceed $30,000.00 Annually. 
For $7.00 per M. 


6364 Hardware Retailers whose sales are 
$20,000.00 to $30,000.00 Annually. 
For $7.00 per M. 


16220 Hardware Retailers whose sales are less 
than $20,000.00 Annually. 
For $7.00 per M. 


33562 Hardware Retailers (Complete List). 
For $5.50 per M. 


1001 Department Stores handling Hardware 
and Housefurnishings. For $7.00 per M. 


ALL LISTS ARE COMPILED IN LOOSE LEAF 
LIST FORM. WHEN DESIRED ON 3’x5” 
CARDS THERE IS AN EXTRA CHARGE OF 
60c PER M. FOR THE CARDS. 


WE ALSO DO ADDRESSING AND MAILING 
OF CIRCULAR MATTER AT REASONABLE 
RATES. 


Ask for Details 


HARDWARE AGE 
Direct Mail Addressing Dept. 


239 West 39th Street, New York, N. Y. 
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AND THERE’S A BOOM 
IN SELLING CARBORUNDUM 
BRAND SHARPENING STONES 
AND GRINDING WHEELS 


( YARPENTERS are “sharpening-up” more 
4 than ever this summer! Here’s your 
chance to cash in. Show them how easy 
it is to keep their tools razor-sharp with 
Carborundum Brand Abrasives. A couple 
of strokes on a Carborundum Brand Sili- 
con Carbide Stone will put a keen edge on 
any chisel, gouge or plane bit. 


Why not tie up your tool sales with abra- 
sives? It’s easy. Every time you sell an 
edged tool... sell the right sharpening 
stone to go with it. You'll have more satis- 
fied customers and make money besides. 
How is your stock? Is it complete? Have 
you enough sharpening stones on hand for 
the extra demand this summer and fall? 
Better get in touch with your jobber today. 





CARB. 










ABRASIVE 33 


AS LS. 


THE CARBORUNDUM COMPANY ¢ NIAGARA FALLS, N.Y. 


Sales Offices and Warehouses in New York, Chicago, Boston, Philadelphia, Cleveland, Detroit, Cincinnati, Pittsburgh, Grand Rapids 
(Carborundum is a registered trade-mark of The Carborundum Company) 
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@ “I’msorry about the finish on your friend’s appliance. 
It’s too bad to pay a lot of money for something one 
thinks is so pretty—only to have it fade and become 
dull and be something one is ashamed of. 


“But this is porcelain enamel, Madam—and porce- 
lain enamel will never fade or lose its lustre. The 
porcelain enameled art objects which are hundreds 
and even thousands of years old prove that. 

“You see—porcelain enamel is an inorganic finish. 
That means it is a mineral substance—like glass. And 
its color pigments are mineral too. There is no more 
chance for the delicate colors of porcelain enamel to 
fade than there is for its lovely lustre to become dull. 
This beautiful finish you see here on the sales floor 
will be exactly the same, years and years and years 
from now. We can guarantee that.” 











Mr. Dealer: Let us send you a free copy of our “Sales 
Manual for Porcelain Enamel.” It will help both you and 
your sales force to higher profits and happier customers. 


EDUCATIONAL BUREAU ¢ PORCELAIN ENAMEL INSTITUTE, Inc. 
612 North Michigan Avenue, Chicago 
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The Screening 
Room 





The Polishing Room The Chimneys for Cooking Bronzing Liquids. 


Aluminum Powder or Paste and Bronzing Liquids in Ready Mixed or 
Compartment Containers from One Ounce Bottles to Drums 


Other SHEFFIELD Profit Makers 


Oil Colors * Japan Colors * Show Card Colors * Woodfix °* Kleen-A-Brush 
Crack Filler °* Paint Cleaners * Glue °* Stencils °* Etc. 


Order from Your Jobber. Jobbers: Write for discounts. 


Che Sheffield Bronze Powders Stencil 


Cleveland, Oboe. 
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@ “I’msorry about the finish on your friend’s appliance. 
It’s too bad to pay a lot of money for something one 
thinks is so pretty—only to have it fade and become 
dull and be something one is ashamed of. 

“But this is porcelain enamel, Madam—and porce- 
lain enamel will never fade or lose its lustre. The 
porcelain enameled art objects which are hundreds 
and even thousands of years old prove that. 

“You see—porcelain enamel is an inorganic finish. 
That means it is a mineral substance—like glass. And 
its color pigments are mineral too. There is no more 
chance for the delicate colors of porcelain enamel to 
fade than there is for its lovely lustre to become dull. 
This beautiful finish you see here on the sales floor 
will be exactly the same, years and years and years 
from now. We can guarantee that.” 








Mr. Dealer: Let us send you a free copy of our “Sales 
Manual for Porcelain Enamel.” It will help both you and 
your sales force to higher profits and happier customers. 


PORCELAIN EDUCATIONAL BUREAU « PORCELAIN ENAMEL INSTITUTE, Inc. 


612 North Michigan Avenue, Chicago 
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The Screening The Stamping 
Room Room 





The Polishing Room The Chimneys for Cooking Bronzing Liquids. 


Aluminum Powder or Paste and Bronzing Liquids in Ready Mixed or 
Compartment Containers from One Ounce Bottles to Drums 


Other SHEFFIELD Profit Makers 


Oil Colors * Japan Colors * Show Card Colors * Woodfix °* Kleen-A-Brush 
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. The amount of shovel business done by a hard- 
I'LL HELP YOU MAKE ware merchant depends to a great extent upon the 


BIGGER PROFITS ON demand for shovels within his trading area. But 
A SMALLER occasional sale of shovels, WOOD’S has an unique ¢ 


regardless of whether you enjoy a large or an 
profit opportunity for you. 

INVESTMENT The exclusive Closed-Back design of all WOOD’S 
Shovels supersedes strap-weld, solid shank and 
hollow back shovels. This one feature answers all 
needs, which means that WOOD’S actually reduces 
your inventory. You have less of your working 
capital tied up in shovels. 

Add to this fact, that hardware merchants report 
WOOD'S Shovels the fastest moving line of shovels 
they’ve ever carried. Thus you get small inventory 
and fast turnover, the most desirable and funda- 
mental essential in profitable retailing. 

Moreover — the inbuilt quality and many ex- 
clusive features of WOOD’S Shovels contribute 
materially to your reputation as a dealer in quality 
merchandise. 

Why not get the complete facts about the 
WOOD’S line and the many brands? Simply write 
your jobber, or directly to us. THE WOOD 
SHOVEL AND TOOL COMPANY, PIQUA, O. 





SELL THE SHOVELS THAT SELL THEMSELVES 


1 The Closed-Back— provides smooth 3 The Tapered Socket — strong and 


back with unrivaled strength of one- solid because both blade and socket are 
piece design . . . also new simplicity of heat-treated, fits the hand. 

handle replacement. 4 Heat Treating — makes high-grade 
2 The Turned Shoulder — strengthens steels in Big Fist, Wood, Stuart and 
blade, saves shoes. Wilson grades hard, to resist wear. 


PIQUA. OHIO. US 




















Shovels » Spades. Scoops 
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SEED RACKET-— 


The packaged seed racket is a 
hardy perennial which thrives 
among gullible or careless deal- 
ers. There are ample reputable 
sources for packaged seeds—yet 
every year hundreds of dealers 
try to beat the market price by 
dealing with previously unknown 
vendors, who claim to offer better 
margins. A typical form of this 
racket is to place on consignment 
a box of packaged seeds with a 
written receipt form contract. This 
binds the dealer to pay for the 
packages sold, but no count is 
taken until the season is over. 
The dealer’s only knowledge of 
the original count is his blind 
faith in the alleged quantities 
stipulated in the contract form. 
Being for an item selling at five, 
ten and fifteen cents each the 
dealer often feels too busy to 
check the quantity or to note pre- 
cisely the number of packages at 
the several retail prices. He is 
encouraged in this carelessness by 
the seller. One Pennsylvania deal- 
er told me that a consigned pack- 
age with a gross retail value of 
$21 if all packages were sold— 
had cost him $41 for alleged sales 
of approximately seventy per cent 
—all due to phoney count and 
crooked practice on the part of 
his source of supply. This dealer 
had made a count of the original 
inventory but unfortunately did 
so some time after signing a re- 
ceipt for a number of packages 
in excess of the actual inventory. 


ONLY CURE- 


The only way to avoid such 
swindles is to stick to recognized, 
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Just Among 


Ourselves 


By CHARLES J HEALE 


reputable sources of supply. It 
is not always convenient to im- 
mediately count a box of pack- 
aged seed—but if there were error 
found in a box from a reputable 
source of supply an adjustment 
could be arranged. Other thriving 
rackets taking their toll from the 
hardware trade currently are 
“phoney” china and _ crockery 
deals and “phoney” fire extin- 
guisher agencies. In too many 
cases these “phoney deals” are 
clothed with air-tight legal con- 
tracts, carelessly read and hastily 
signed. And in all cases the 
“other party” or source of supply 
is a previously unknown factor 
whose references, if any, are a 
great distance away. Don’t buy 
from people you don’t know and 
don’t sign contracts that you don’t 
read carefully and _ thoroughly 
understand. 


NO REDRESS-— 


Too often there is no redress 
possible because the contracts are 
technically “within the law.” As 
a result a great many dealers get 
stung badly each year. After tak- 
ing their medicine, often in very 
bitter doses, such dealers write 
the hardware publications and the 





associations asking for help. An 
exposure may warn other dealers 
but it will not recover any lost 
money. The time to ask about 
such problems is prior to signing 
such contracts and not after the 


bill has been paid. 


RETAIL UNIONS-— 


There have been rumblings and 
rumors of retail unionization and 
now the rumblings are getting 
louder. Both C.I.0. and A.F.L. 
are reported to be actively en- 
deavoring to organize all retail 
clerks. In the A.F.L. plan hard- 
ware, plumbing, paint and sport- 
ing goods retail employees would 
be grouped together. An attempt, 
in some sections of the country, 
is being made to enlist dealer 
associations in these various trades 
to act as bargaining agents for 
employers with so-called prelim- 
inary. agreements offered on a 
blanket basis. Whether this would 
be on a state-wide or strictly lo- 
cal basis is not clear at present, 
but union organizers are dickering 
with both types of trade associa- 
tions in these fields. I have not 
heard of any success in such plans 
but sense an increasing pressure 
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... and that “bite’ makes Atkins Crosscut Saws easy to sell. 
Men who earn their living using crosscut saws appreciate the 
smooth, easy action of every Atkins Saw. The smooth, easy action 

is a result of Segment Grinding (requires less set), proper tooth 
design and correct rackers. It gives your customer a saw that will 


not bind in the kerf... that stays sharp long after other saws 


have dulled. ~ ee Hey SILVER STEEL 
Put in a stock of Atkins Crosscut Saws. They give you oy ie 

turnover, customer satisfaction and a good margin of profit. » > a z 

See your jobber. rr a 


SAWS AMD SAW TOOLS, 
MACHINE KWIVES, ETC. 





E. C. ATKINS AND COMPANY - INDIANAPOLIS, INDIANA 
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are strangely oblivious to the in- 
roads of the collective bargaining 
developments that are rapidly en- 
tering the American business pic- 
ture. They seem to bask in what 
may prove to be a false sunlight 
—believing that retail hardware 
stores have too few employees per 
store to interest union organizers. 
This was true for many years, but 
with the huge cash war chests 
available to both A.F.L. and C.I1.0. 
at the present time this picture 
may change and change very sud- 


denly. 
CONTRACTS-— 


Here again extreme caution and 
deliberation must be observed. 
Labor contracts have seriously im- 
paired many businesses. It is in- 
creasingly obvious that our pres- 
ent pro-labor government leans 
strongly toward the labor view 
in litigation as well as legisla- 
tion. Collective bargaining con- 
tracts can viciously hamper the 
desired freedom of action in em- 
ployee relations which have 
helped make your business profit- 
able. Clauses embracing priority 
without regard to competence, the 
closed shop, sole bargaining, hir- 
ing hall, check-off, etc., are the 
admitted goals of labor organizers 
and cannot be considered as favor- 
able conditions to the owner of 
a retail business. There are many 
glib orators engaged in labor or- 
ganization and undoubtedly some 
very sincere workers in the field 
—yet the experiences of too many 
employers is that hastily drawn 
labor contracts are serious sources 
of trouble. To hear a labor leader 
explain his objectives including a 
more abundant life, increased pur- 
chasing power and better competi- 
tive conditions is often quite im- 
pressive. Such appeals have 
lulled many business men into a 
sympathetic view that has led to 
signing up too hastily. Collective 
bargaining may prove an inevita- 
ble development in our entire bus- 
iness structure leading to the 
hoped for “responsibility of 
unions” as a co-partner to their 
admitted power. If so there is no 
choice but to contract—but even 
our most prejudiced labor laws 
have not yet imposed many of the 
contract clauses which labor lead- 
ers seek. So watch your step in 
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your dealings with the collective 
bargaining problem and protect 
to your fullest opportunity your 
rights as a citizen, taxpayer and 
business man. Read before you 
sign and don’t sign unless you 
have to. 


WHO ARE YOU?- 


Millions of railroad passengers 
pass hundreds of unidentified fac- 
tory buildings that flank the 
major railroad arteries of this 
country. Among the passengers 
are prospective consumers and 
distributors for all of the products 
made in America’s production 
plants—yet more than half of 
these manufacturing — establish- 
ments fail to mark their factory 
buildings with their names, their 
trade marks or the nature of their 
products. A wonderful, first cost 
only, type of advertising is wasted 
daily by this careless indifference. 
Often as a train thunders by a 
row of factory buildings I’ve won- 
dered “whose factory is that? 
What do they make? Do they sell 
their goods through hardware 
channels?”—and I am sure the 
same thought flashed across the 
minds of many other railroad pas- 
sengers. 


“WHERE ARE WE?’-— 


Another question heard often on 
a railroad journey is “where are 
we?” The names of towns on sta- 
tions are not always easily read. 


Here and there an enterprising 
Chamber of Commerce erects a 
large billboard type sign telling 
the name of the town, its popula- 
tion, its scenic and _ historical 
points, its chief industries, etc. 
Such signs add interest to the trip 
and might very easily encourage 
new residents and/or new busi- 
ness to a town that would other- 
wise be overlooked completely. 


PATMAN CASES-— 


The Federal Trade Commission 
has investigated about 600 com- 
plaints of alleged violations of 
the Robinson-Patman Law, since 
it became effective June 19, 1936. 
To date, the net result is four rul- 
ings from FTC. Cease and desist 
orders are entered against Biddle 
Purchasing Co., and the Holly- 
wood Hat Co., and complete dis- 
missals are announced for the 
Bird-Ward and the Kraft Cheese 
cases. A detailed story on these 
rulings appears elsewhere in this 
issue on pages 68, 69 and 70. 
Biddle will appeal and it is likely 
that this case will go all the way 
to the Supreme Court and termi- 
nate as an important test case. It 
is our opinion that the Commis- 
sion desires a court decision on 
constitutional questions involved 
relating to the brokerage clause in 
the Patman Law. Competent at- 
torneys confirm this view and ex- 
press confidence that the final 
court decision will be in Biddle’s 
favor. 








SPECIAL NOTICE! 

There has been some unavoidable delay in delivery of the Annual 
“Who Makes It?” issue of HARDWARE AGE to our subscribers due 
to a truckmen strike in Philadelphia. If you have not received your 
copy of this Merchandise Directory, please advise us immediately. 
We would also appreciate information as to the promptness with 
which it was delivered and the condition in which it was received. 
The new cellophane cover is an added feature to make this issue 
more useful and attractive. If soiled, this cover can be washed with 
a damp cloth. Your frank comments on the usefulness of this issue 
in your daily work will be appreciated. Criticism, approval and 
suggestions for improving future editions are invited from all our 


readers. Please write us today. Address your letter to 


HARDWARE AGE 
239 West 39th Street 
New York City 
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I'LL Study 
and Get Ready 
and Maybe 
MY Chance 
Will Come 


THE WORDS of the immortal Lincoln 
are full of meaning for young men 
today. Whatever your ambition in 
life, study will help you achieve it 

Lincoln had to obtain books by the 
greatest difficulty, but today informa- 
tion comes to you specialized, se- 
lected and prepared for easy assimi- 
lation. You, too, can free yourself 
from future mediocrity in your chosen 
field. Right now, you hold in your 
hand the key to a more useful and 
profitable life. Begin the study of 
builders’ hardware, make of yourself 
a builders’ hardware engineer and 
let those who prefer to specialize in 
pleasure alone, have their choice. 

The groundwork of this series is 
about half-way laid. Later, a second 
and more elaborate division of the 
series will appear and finally an ad- 
vanced course will be published. If 
you have read the first six articles, 
begun April 22, 1937, you will be 
ready for the future. 


By ADON H. BROWNELL 


CHAPTER EIGHT—(Elementary) 


series we will take up the 

matter of window hardware 
for the modest house we are fur- 
nishing. 

Double Hung, generally called 
“D.H.,” windows have the widest 
use and usually on residences. In 
the home you are equipping, you 
will note there are sixteen such 
windows—one in the bathroom, 
two in the garage and thirteen 
doors. 

As far as type of hardware 
used is concerned, they can all 
be trimmed the same. The usual 
crescent sash fastener, as here 
illustrated : 


7 the eighth chapter of our 





has become the universally ac- 
cepted type for the home. Take 
one out of your stock, examine 
it and you will see why this is 
so. Note how, by its sweep, it 
pulls both sash together tightly, 
eliminating rattle and closing the 
opening between the upper and 
lower sash, keeping out the ex- 
terior atmosphere. 

On the lower sash of all but 
very narrow windows, two sash 
lifts are generally applied. The 
cheapest are called hook sash 
lifts, as illustrated: 











are preferred by many. Made of 
cast iron, their additional cost 
is very little. Bar lifts give a 
better grip to the hands in helping 
to raise the window. 

If you elect to sell a hook sash 
lift because it is neater and less 
conspicuous, at least try to sell 
one made of cast iron as your 
first step-up in sales. Anyone who 
ever tried to raise a window that 
stuck a bit will quickly under- 
stand why a cast lift is preferable 
to wrought which easily bends. 

Here again, our next plus busi- 
ness comes in selling the window 
hardware in the bathroom made 
of solid brass or bronze nickel 
plated for the same reasons men- 
tioned before—insurance against 
rust in this moisture producing 
room. 

The next step will be to sell, 
wherever you can, all the window 
hardware in brass or bronze for 
every window except the garage. 
Dead black iron is good enough 
for these windows. 

Then comes the question of 


HARDWARE AGE 













Pace 


Poa tein wi 





be 
s 
Lg 
& 














bead screws for the window strips. 
In many modest homes they are 
nailed in. A clever salesman can 
often sell the owner on having 
the window stops screwed in with 
bead screws like this: 


keeping in mind that they or the 
adjustable type like this: 


a0 


should be of the same metal and 
finish as the rest of the hardware. 

Next you will note that you 
have to furnish window hardware 
for one pair of casement windows 
13 inches thick, opening ir. For 


one sash I suggest using two sur- , 


face bolts similar to those used 


on the French doors, but lighter J 


in construction, as you will con- 
sider this small window a 4-inch 
x %%-inch bolt as herein illus- 
trated will do: 
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For the other sash, a casement 
fastener with a rim strike such as 
this: 














will prove satisfactory. It should 
be unnecessary, by this time, to 
mention the step-up from iron to 
brass or bronze for both bolts 
and casement fasteners. 

Friction casement adjusters of 
steel galvanized for painting such 
as here shown 














increase the sales volume, hold 
the window open on windy days 
and are well worth trying to sell 
to your customer. 

Next you have listed six steel 
cellar sash. On these windows 
you have no hardware to sell, as 
they come equipped with hard- 
ware which does the builders’ 
hardware man out of any hard- 
ware for these openings. Many 
smart builders’ hardware men, 
however, beat this item by get- 
ting a line of steel sash to sell 
the contractor so they will sell 
the sash, hardware and all. 

In the attic is one bottom-hung 
casement which, from the outside 
appearance, resembles a circular 
window. It is hung, however, on 
a pair of butts. Then a transome 
catch in iron, with one transome 
chains, as illustrated, is required: 






OF BUILDERS’ 





Had the window been a _ wider 
one, two chains would have been 
required. 

On windows of this kind, I 
have always recommended to my 
customers galvanized chains to be 
applied outside and painted with 
the woodwork. I always like to 
sell a chain with a snap like this: 





so when the windows are to be 
cleaned they can be unfastened 
and let down for easy cleaning. 

Then come the shutters (or 
blinds) on the outside of the 
house. You will note on _ the 
plans that this house is of wood 
construction and a cast iron shut- 
ter hinge as illustrated will do 
for all the shutters: 






















Also try to sell shutter dogs 
(or turnbuckles) such as this: 


as another build-up item. They 
add to the appearance of the 
house and keep the shutters from 
blowing shut on a windy day. 
Under miscellaneous items 
come coat hooks for the closets. 
Usually a dozen to a closet are 
enough. Wire hooks are the 
cheapest, but it is good business 
to sell cast iron ones. Screwed 


on like this: 


They are much more substantial, 
don’t bend and hold more clothes. 
You should easily get the differ- 
ence in price. 

You will note, on the plans, 
that the closets are to be equipped 
with rods. Sometimes these are 
of wood, furnished by the lum- 
ber man, but a lot of plus busi- 
ness may be secured by selling 
metal ones like this: 


You now have received a general 
outline of the hardware for the 
house. It would be interesting 
to know how closely you have 
followed the trim suggestions. 
Before closing this opening 
study, I wish to call your atten- 
tion to a detail of selling build- 
ers’ hardware that you may have 
overlooked. Much emphasis has 
been placed on trying to sell bet- 
ter goods, brass wherever possible 
instead of steel, etc. You will 
note that this was not suggested, 
however, for the garage, attic or 
basement openings. The reason 
that I call your attention to this 
is that steel goods are good 
enough for these openings and 
the point I am trying to make is 
this: In being a “builder-upper” 
don’t overdo. Where you can 
honestly recommend the value and 
service of better goods in proper 
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places, do so, but never be guilty 
of loading a job just to increase 
the sale. Give value where value 
is required. 

With this chapter we have com- 
pleted our study of the modest 
home hardware in exactly the 
fashion we should present it to 
our customers when they come 


into the store to select their finish 
hardware. 

- In the next chapter we shall 
turn our thoughts to the means 
of securing our prospective cus- 
tomers and give some thought to 
the other hardware to be sold on 
the residence before the finish 
hardware is sent out. 





Send for the 
Hardware Age Blueprint 





Copyrighted 1937 by HARDWARE AGE. 


HIS blueprint is your guide for learning to specify 

Builders’ Hardware for the Modest Home, used as 
the example, in the educational articles, in every 
issue of HARDWARE AGE, published under the title 
—"Taking the Mystery Out of Builders’ Hardware,” 
by Adon H. Brownell. 


You wiil require this blueprint to properly follow 
and understand these articles. Builders’ hardware 
sales usually start when a blueprint is made 


available. 


Upon request, extra copies of this sample blueprint, 
exactly as printed here, are available for framing, 
hanging on the wall or other reference use. A three 
cent stamp, to cover mailing should accompany 
such requests addressed to— 


HARDWARE AGE EDITORIAL DEPARTMENT 
239 West 39th Street, New York City 


Published in Hardware Age. May 20th, 1937. As pages 28A, 28B, 
28C and 28D. 
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To the Editor 


His First Letter 


RusHVvIL_e, Itt.—This is the first 
letter to the best of my knowledge 
that I have ever written HARDWARE 
AGE. 

After reading “Just Among Our- 
selves” in the July Ist issue I feel it 
my duty to write you and heartily 
congratulate you on your coura- 
geous and able statement of facts 
and sincerely wish I could grasp 
your hand and say “God Bless You” 
to you personally. 

If it were possible that we could 
get these facts printed on a large 
poster we would certainly be glad 
to post them in a conspicuous place 
in our store. 


R. J. EnrRHArpT, 
Rushville Hardware Co. 


Forceful and Lucid 


CLEVELAND, On1o—I have just 
finished reading your leading edito- 
rial in the July Ist issue of Harp- 
ware AcE and [ hasten to congratu- 
late you on the same: 

(1) Because you had the patri- 
otic courage to publicly express 
your views on this supremely impor- 
tant matter. 

(2) Because of the able, force- 
ful, and lucid manner in which your 
views were presented. 

If all those who fully realize the 
devastating effect of this C.1.0. agi- 
tation, aided and abetted by our 
Federal Government and also by 
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some of our State Governments, 
would come out openly and express 
their opinions as forcibly and com- 
pletely as you have done, this agita- 
tion would quickly disappear like 
the nocturnal mist before the morn- 
ing sun. 

I also congratulate the ownership 
and management of the AGE in au- 
thorizing you to speak out so boldly. 


I hope, if necessary, you will fol- 
low this splendid article with others 
of equal virility in future issues of 
your paper. 

I think this article should have a 
wider distribution than to the sub- 
scribers of your paper and I suggest 
that you reprint in pamphlet form 
and offer it at cost to your clients 
for distribution in turn to their cli- 
ents. If you do this I personally 
will take 500 copies. 


G. B. DurELL, 


(Chairman of the Board), 
American Fork & Hoe Co. 





Commendation 


New York, N. Y.—I have often 
spoken to you in terms of commen- 
dation, with respect to your edito- 
rial articles which appear under the 
title “Just Among Ourselves.” Per- 
mit me now to speak in terms of 
greater emphasis, with respect to 
each of your articles under that 
heading, which appear in your July 
1 number. I regard them as nothing 
less than masterly. I am sure that 
you wrote them under a distinct 
sense of restraint so as to avoid 





over-statement. If so, you have fully 
and commendably succeeded. 


Feix H. Levy. 


Approval 


New Orteans, La.—I wish to 
take this opportunity to compliment 
you on your article in Volume 139 
of the HarpwareE AGE and, especi- 
ally that section dealing with the 
U. S. Mail. It clearly indicates the 
extent to which politicians will go 
to the favor of a voter. 

Even Ripley, in his Believe It or 
Not, could not have conceived any- 
thing so far away from what we 
consider the dignity and the power 
of our government as to allow a few 
cutthroats to control the delivery of 
the U. S. Mail. 

Due to state protection the acts of 
violence by the strikers are count- 
less but this incident of the mails 
just seems to stand out in the minds 
of the people in this section, and, 
evidently, from your article, re- 
flected throughout the nation. Your 
article has caused a good deal of 
comment among my associates in 
the hardware organization and it is 
hoped that you will continue to ex- 
press your views. 


A. P. Texapa, 
Woodward, Wight & Co. 





Reprints of this editorial from the 
July 1, 1937, issue of HARDWARE 
AGE are available at low cost prices. 
Single copies furnished gratis. 
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An American independent hardware dealer studies, 
at first hand, the competitive problems of the inde- 
pendent retailers in Sweden, where Consumer 
Cooperatives stores are very numerous and handle 
an important part of the country’s total retail sales. 





Copper utensils, handcraft products laid out on Great Market Day in a 
Swedish rural town 
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Stockholm, Sweden 


Sweden 


cally, industrially, and so- 

cially. In a Europe torn by 
internal dissension, mutual hatred, 
and economic nightmares, 
Sweden’s quiet functioning democ- 
racy has arrested attention and 
focused the thoughts of inquiring 
minds. 

Widespread speculation exists 
as to the reasons for this compara- 
tively happy state. Much has been 
directed at the extensive consumer 
cooperatives, and much has been 
written in praise and in appre- 
hension. Sweden’s capitalism has 
been called controlled. It has 
been said that a sane economic 
“‘middle-way” has been evolved 
in a world drifting toward ex- 
tremes. First hand observations 
reveal that Sweden is busily at 
work, happily free of unemploy- 
ment; its industries prospering, 
and its building, remodeling and 
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housing, flourishing in metropolli- 
tan centers and rural regions. 

Statistically the country’s area 
is divided into 51 per cent forest; 
15 per cent mountain; 13 per 
cent bog land; 9 per cent water, 
and 12 per cent farm land. Lum- 
ber, wood products, pulp and pa- 
per are the leading industries. 
Immense forest tracts lead one to 
believe they have never felt the 
axe. Actually, little of the present 
forests is virgin growth. Conser- 
vative forestry policies, backed by 
enlightened public opinion, long 
ago discouraged destructive cut- 
ting methods. 

Small industries are an integral 
part of Sweden’s industrial plan. 
Producing a variety of products 
for internal or local markets, they 
supply full or part time labor for 
a large urban population. They 
take part in and contribute to the 
general prosperity of the country. 


is NEW 


THE AUTHOR of this article 
and one to follow has been 
engaged in hardware and gen- 
eral merchandising, to use his 
own words, “ever since I was 
able to reach into the cash 
register of the business estab- 
lished by my father in 1901.” 

Under his father’s firm- 
handed brand of business in- 
tegrity. Henry C. Lind learned 
merchandising. He is a firm 
believer in organized activities 
and cooperation. He has seen 
the hardware store evolve from 
a place where the stock was 
known only to the clerks to a 
place of glass and chrome 
where the customer can find 
the goods more readily than 
the clerk can find them. 

Mr. Lind is a co-founder of 
the Bay Cities Wholesale Hard- 
ware Co., of San Francisco, has 
operated his own hardware 
store and at present engaged 
in specialized merchandising 
services and store manage- 
ment. 
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Public support by purchase of 
their products enables them to 
play an important part in the 
national economy. Their business 
health, prevents in a measure, 
domination of all productive in- 
dustry by huge cartels or corpora- 
tions. This perhaps is a reason 
for the happy “middle-way”; a 
reason with social as well as eco- 
nomic results because individual 
ownership and initiative is kept 
alive. 

Iron, iron ore, steel, and prod- 
ucts from hardware forges are an 
inherent part of the industrial life. 
From ancient times, iron ore has 
been mined in the middle prov- 
inces and many plants today look 
back to centuries of existence. 

The Swedish word for iron is 
“jarn,” pronounced “yarn,” and 
the hardware stores, because they 
specialize more in iron products, 
are called “Jarnhandle affairs,” 
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or “Iron-handler’s stores.” To 
whatever the popular conception 
of Sweden may be—matches, kraft 
paper or winter sports and such— 
we should certainly add hardware 
and steel. 

Store windows, particularly in 
the average independent store, 
usually approximate a third the 
size of store windows in this coun- 
try, and merchandise in windows 
rarely carry price tickets. The 








Swedish dealer generally assumes 
that the customer knows his wants 
before entering the store. Only a 
small front section of the build- 
ing is devoted to actual serving 
of the customer and to shelf space. 
In the older hardware stores, this 
front section is often filled with 
merchandise to the point of over- 
flowing. Bulky items are stored 
on the floor while the wall space 
is given over to drawers for the 
smaller items. Saws, tinwares, 
tools or harness are often hung 
from the ceiling and 75 per cent 
or more of the active stock is 
kept behind the rear walls. 

A good hardware store carries 
large stocks of steel bars, handle 
iron, wire, etc., to supply the 
lively handcraft industries. Crock- 
ery, household lines, and paint 
stocks are rarely seen in the older 
stores. But competition is now 
forcing the hardware retailer to 
greater diversification and many 
of the more progressive dealers 
are carrying stocks as varied as 
any in this country. Sporting 
goods assume a larger role than 
here for all Sweden seems anx- 
ious to participate in sports as 
well as root from the sidelines. 

A glimpse of store stocks shows 
that an increased number of items 
is being manufactured for home 
consumption. A look at prices 
indicates a generally lower level, 
if only more slightly so, than in 
this country. Somehow in the 
mysteries of exchange, it is usual- 
ly possible to sell popular Ameri- 
can brands of tools and equipment 
at prices lower than we can. It 
is interesting to note, that some 
dealers claim that 75 per cent of 
their total sales may be in the 
form of shipments directly from 
the factories to the consumer. 

Although some cut-price appeal 
is a part of retail advertising, 
there is a surprising lack of this 
method of attracting trade. Ad- 
vertisements may contain a 
straightforward price of an ar- 
ticle, or they may be an institu- 
tional or a seasonal suggestion of 
“things you need.” 

Delivery equipment is_ thor- 
oughly motorized but the ever- 
popular bicycle bears a large 
share of delivery burdens. The 
bicycle trades flourish to the ex- 
tent that special lanes are set aside 















for the heavy bicycle traffic. 

The summer season is charac- 
terized by early closing hours, 
with Saturday the shortest work 
day of the week. Then proprietors 
and employees seek relaxation in 
the woods or on the waterways. 

Approximately 94 per cent of 
the retail hardware trade is or- 
ganized into a central organiza- 
tion and it is perhaps the best 
organized of all retail trades. The 
members identify themselves with 
the historic Swedish mark for iron, 
frequently in Neon signs. 

Basic differences between Amer- 
ican and Swedish law enable the 
central organization to function 
as a business unit in the interest 
of the aggregate membership. Its 
directors are active retailers. 

The organization acts as agent 
for the retailers in dealing with 
manufacturers and sources of sup- 
ply. Its activities are comprehen- 
sive. Agreements as to cost and 
selling prices and the enforcement 
of these agreements are among the 
association’s important activities. 
Indiscriminate price-cutting is not 
tolerated. Penalties, even to ex- 
pulsion from the organization, are 
applied for breach of agreement. 





Trade largely follows the jobber- 
dealer route, and jobbers, it 
seems, are complete strangers to 
direct selling to the consumer. 
Through the association, retail- 
ers are apparently able to keep 
manufacturers convinced that the 
independent retail hardware trade 
is the logical and satisfactory out- 
let for their products. The asso- 
ciation institutes good will adver- 
tising in the press and the farm 
papers and is now experimenting 
with seasonal catalogs and bro- 
chures. Differentials in cost price 
to the retailer, based upon volume, 
evidently rarely exceed from five 
to seven per cent but underhand 
rebates or secret discounts are not 
a part of trade practices. 
These protective agreements 
speak well for the central asso- 
ciation. It is true that one of the 
greatest aids to this form of co- 
operation in Sweden is the non- 
existence of legal statutes, restrict- 
ing this organized practice. Some 
years ago, the retail hardware 
trade was charged by the state 
with monopoly and high profits. 
The subsequent investigations re- 
sulted in a clearance of these 
charges for it was proven that the 


agreements were designed for the 
stabilization and health of the in- 
dustry rather than for exploita- 
tion. 

Swedish hardware retailers have 
some competition from depart- 
ment stores, chains, and consumer 
cooperatives. But it is claimed 
that at least 90 per cent of strictly 
hardware merchandise is sold 
through the hardware dealer. 

The chains are present in 
Sweden and display cheap im- 
ported goods in their hardware 
departments. They resemble their 
American brethren but appear un- 
able to fit into the marketing 
practices of the numerous small 
towns and consequently flourish 
only in the larger cities. In at 
least one instance in a large in- 
dustrial town the chains were 
forced to discontinue business, 
when the workers sensed the direct 
effect of the chains upon their 
personal well-being. 

Let us look now at the other 
branches of the Swedish retail 
trade. The many small differences 
in methods and stocks make win- 
dow shopping a constant adven- 
ture. Stores selling perishable 

(Continued on page 90) 
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A Swedish hardware store looks much the same as the American type 
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NAILS HAD THEIR 
PLACE ON FRENCH 
DINING TABLES 
NEARS AGO. 
LAID VITH THE 
KMIVES AND FORKS 
THEY WERE L/SED 7TO 
OPEN LIP SNAILS - 





ST. LOUIS, MO.— ONE HOUSE IN 
ST. LOUIS \S FRESHLY PAINTEDON 
ONE SIDE AND ORAB ON THE 
& OTHER. PAINTERS STARTED To 
* PAINT THE HOUSE, BUT WHEN 
HALF THROLIGH , FOUND THEY HAD 
MADE A MISTAKE. THE RIGHT 
HOUSE WAS ONE BLOCK FARTHER 








—__>== 


/ 9 





Sa 
KANSAS CITY, M0.- A NEW USE 
FOR LAWN SPRINKLERS HAS 
BEEN FOUND / LAW SPRINKLERS 
WILL BE TURNED OA TO 
KEEP THE SUMMER LOAFERS 
FROM GLEEPING ON THE 
LAWNS OF THE CITY HALL 
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A FROST—-PROOF GLASS 
HAS BEEN DEVELOPED. 
RECEKITLY DEMOK STRATED BF 
DR. Ae 0. SEKKIMS, THE 
GLASS PANE /§ DOUGLE-GLAZED 
AND VWUl MOT FREEZE 
OVER - 
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O give you some of my im- 

pressions of Honolulu and the 

Islands since my first visit 
many years ago is quite an order 
as the comparisons are necessarily 
great. Honolulu has been right out 
in front in the march of progress 
during the past quarter of a cen- 
tury. The Honolulu of 1913 had a 
steamer mail of once a week which 
accented its isolation in many ways; 
augmented its easy-going atmos- 
phere with a slower tempo; im- 
pressed you with the leisurely way 
people lived and the leisurely man- 
ner in which general business was 
conducted. This was the Honolulu 
of ghe old order. I want to give you 
a few comparative pictures of Hono- 
lulu then and now. 

Let me tell you first about the 
great difference in the steamer trip 
from San Francisco where the com- 
parison really is great. I remember 
so well the Steamer Wilhelmina 
with its Captain Johnson, a close 
friend of old Captain Matson, who 
was on the dock for the sailings 
and arrivals of his ships. One of 
those small ships that carried both 
passengers and freight to Honolulu, 
then to Hilo for a load of sugar be- 
fore the return trip. 

You got to know all the passen- 
gers the second day out, and could 
stand around and chin with the 
officers. Captain Johnson knew most 
of the passengers and would stand 
in the evenings on boat deck and 
point out the “Southern Cross,” and 
chat about navigation and astron- 
omy. During the day when off duty, 
he would drop into the smoking 
room and play a few hands of stud 
poker. The menu was simple and 
the food was ample and good on 
the six days’ trip. 

But today, you ride on a super 
luxury liner with some five or six 
hundred passengers. A ship fitted 
out like a luxurious hotel, compa- 
rable with the Atlantic liners. But 
you pay just three times the fare of 
the old Wilhelmina, and I am frank 
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A Visit to Hawaii 


By J.G. HEATH 


to tell you, I felt better with the 
simpler food of the old ship than 
the sumptuous meals of the Lurline. 
I suppose this is the penalty we pay 
for the march of progress. 

The passenger list is now tele- 
graphed ahead to be published in 





J. G. HEATH 
District Sales Mgr.. Pacific Coast 
Remington Arms Co. 


The interesting facts 
contained in this article 
were brought out through 
personal correspondence 
between the author and 
Saunders Norvell. 

Hardware Age believes 
that Mr. Heath's interest- 
ing description of his visit 
to the beautiful Hawaiian 
Islands will be widely 
read by his many friends 
in the hardware trade. 


the newspaper so you are met by 
friends who follow the old and im- 
pressive ceremony of placing leis 
of beautiful flowers on you. This 
making of leis from flowers is quite 
an Island industry. The lei women 
are most picturesque with their bas- 
kets of leis—stringing beautiful 
flowers of all colors like beads' on a 
string. Some have wagons, where 


young and old work, parked along 
the curb of the street until quite 
late at night. 

The growth of Honolulu is no- 
ticed especially going out to the 
hotels on Waikiki Beach which now 
has much of the appearance of a 
Southern California subdivision. One 
senses at once that this is a pro- 
gressive and prosperous land. I was 
impressed with the changes in the 
large oriental population which has 
become more Americanized. The 
second generation has eyes more like 
occidentals evidently brought about 
by any and all of the changes in 
diet, environment, climate and in- 
termarriage. It is evident that mo- 
tion picture has done much to mould 
the thoughts and habits, as well as 
the dress of the Japanese and Chi- 
nese. This is true especially of the 
boys and girls whose dress, attitude 
and demeanor are much the same 
as you will find on the mainland. 
The excellent schools of Honolulu 
have also done much to bring about 
these changes which are all to the 
good. I am told seventy per cent of 
the public school attendance is Japa- 
nese—who raise large families and 
are eager for occidental education. 
You see groups of Japanese boys 
and girls in the city and on country 
roads, going and coming from 
school, and it is hard to believe they 
all speak English and are American 
citizens, the same as you and me. 

But they are not allowed to for- 
get their native land, Japan. The 
children of Japanese parentage go 
to the American public schools from 
8.30 a. m. to 2 p. m., and in the 
afternoon they go to the Japanese 
schools where they study the lan- 
guage, culture and traditions of 
Japan. Opinions differ as to whether 
this is a wise procedure—whether 
it is keeping this generation from 
really becoming as thoroughly Amer- 
icanized as outwardly they appear 
to be. It should be noted that the 
Japanese rarely intermarry. 

There is a good university on the 
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Islands, the University of Hawaii. 
A great majority of the students 
are Orientals. You will be surprised 
to know there are only 22,000 full- 
blooded Hawaiians left in the 
Islands; they have diminished chief- 
ly through intermarriage with the 
other races. 

Sugar is still king and the larg- 
est industry of the Islands. By re- 
search and scientific methods, the 
growers are constantly improving 
their product. Years ago, you saw 
tall thick stalks of sugar-cane, 

Whereas today the Hawaiian 
sugar-cane has smaller and thinner 
stalks with a much higher sugar 
content and quality. With the ex- 
clusion of the Chinese and the Japa- 
nese, the heavy work is done mostly 
by Filipinos, although you will fre- 
quently see Japanese women hoeing 
in the fields. The sugar companies 
spend large sums of money not only 
to keep up their plantations, but 
also for the physical and social wel- 
fare of their employees. They have 
built modern houses, with electric 
lights and water; medical care and 
hospitalization and _ recreation is 
furnished free. Perhaps this is one 
of the big reasons for so little labor 
trouble on the Islands. 

In driving by the sugar planta- 
tions, you realize that management 
is efficient. You notice the intensive 
cultivation, well-painted houses and 
mills, the comfortable home of the 
manager set in a garden of flowers 
and flowering trees, the company 
store, the impressive-looking hos- 
pital. Sugar grows so well in 
Hawaii due to abundance of rain- 
fall. I am told it takes many tons 
of water to produce a ton of sugar, 
and where the rain supply is not 
ample the water is pumped from 
reservoirs. One plantation near 
Honolulu pumps more water daily 
than is used in the City of San 
Francisco. 

Unlike the sugar-cane, the pine- 
apple does not need much water and 
being like the cacti family can be 


Hula Dancers at Hawaii 


grown on more arid ground, gen- 
erally above the 600-foot level. The 
growth of the pineapple industry 
has occurred during the last twenty- 
five years. From a slow start, it has 
developed into a tremendous indus- 
try—the second largest on the 
Islands. Here again you notice the 
well laid out and carefully culti- 
vated fields. Pineapples (called 
simply Pines) are planted from 
slips cut from the older plants. The 
new plant takes from 18 to 24 
months to mature. After the first 
crop, each plant produces two Pines 
a year for the average life of the 
plant which is six years, as well as 
new slips for planting. All Pines 
are shipped to the large canneries 
in Honolulu. These are equipped 
with the most modern automatic ma- 
chinery for coring, slicing and 
packing, and every sanitary precau- 
tion is taken—-the women operators 
using rubber gloves. Visitors are 
invited to see every operation and 
are given all the pineapple juice 
they can drink. Here again, through 
constant research, the growers are 
spending large sums in the culture 
and perfection of the fruit. Like the 
citrus growers of California, they 


IF YOU WANT CHEAP THINGS! 
HERE’S ONE! 


Paring Knives | for 10c, 2 for 15c 


But they are not worth a dam 


P. C. BEAMER 


“The House That Has Things” 





Advertisement of a Hawaiian dealer 
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know the value of advertising in cre- 
ating a consumer demand, and the 
housewives in every section of the 
globe know about Hawaiian Pine- 
apples, and buy to the tune of many 
millions of dollars a year. 

Driving through the plantations 
on the highway, you frequently see 
a small, long-bodied animal running 
across the road—this is the mon- 
goose, much like the ferret, only 
a trifle heavier. It was originally 
brought from India to kill the rats 
in the sugar-cane fields. But today. 
the mongoose has turned out to be 
a predator that kills most of the 
game life that nests on the ground, 
not only destroying the eggs, but 
killing young birds and chicks. 
Fortunately, the mongoose is not on 
all the Islands, but lives close to 
the sugar-cane fields. Being of the 
rodent family, it multiplies fast, but 
since it accomplishes its useful ser- 
vice, there is little hope that it ever 
will be exterminated, and, of course, 
the "propagation of wild game-life 
will be retarded in sections where 
the mongoose holds forth. 

One sees very few birds of any 
kind, and in my trips, other than 
some mourning-doves, the only land 
birds I saw were the Mynah birds 
and they are as common on all 
Islands as our English sparrow. The 
Mynah is another importation from 
India that has also turned out to be 
a pest. It was brought over to kill 
the army worm—a bird the size of 
our black-bird, with a black, flat 
head, gray body, yellow feet and 
beak, and white banded wings and 
tail tip. A predator that eats the 
eggs of other birds and kills the 
young. 

But Hawaii has something we 
cannot boast of on the mainland, an 
absence of all signs and billboards 
(Continued on page 84) 
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SCHOOL BELL : 
and you'll probably need Z 
SUPPLIES 
WE CAN HELP You : 
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Col d Moti 
for Autumn Displays | 
A 8 ¢ Dee GH 
2 4 
sera | > ; 
‘ 
coap CHOOL bells will soon usher @ 
in the fall merchandising § Q 
season, and those hardware 
ran stores handling school supplies 6 
. are here offered a clever motion 1 
display that can be installed with 8 
i sites eile tales, reasonable ease. The basis of the e 
made, rings the school bell arrangement is obtained by using 9 at 
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the Hardware Age interchange- 
able display fixtures. One of the 
units has a circular hole cut to 
reveal the wallboard school bell 
arranged on a pivot and attached 
by strings to an oscillating fan. 
The diagram is self-explanatory. 
This motion in the window of 
school supplies will add immea- 
surably to the effect of the win- 
dow trim. 

Should your stock not include 
school books such as those shown 
in the sketched window, you can 
select other items likely to inter- 
est the school boys and girls. It 
may even be possible and worth 
while, strictly from an attraction 
point of view, to borrow the books 
as a suggestion to the students. 
The books will attract their at- 
tention so that you may plant in 
their minds the fact that you offer 
many items of interest to them in 
their studies. Lamps and lunch 
kits, bicycles and pen knives, all 


come under the head of school 
or study needs. Home study is 
even more potent as a suggestion 
for hardware items needed for 
the boy’s or girl’s room. 

The humorous silhouette of the 
boy listening to the bell is easy 
to make when you use the squared- 
off chart herewith, and has a 
double purpose. It attracts atten- 
tion and at the same time directs 
the eye to the bell and the stepped- 
down display of books and other 
items. You may make this pic- 
ture as large as your window 
space requires, having regard to 
the other factors in the display. 
Simply decide how many times 
larger than the chart you wish 
your sketch to be and divide the 
space into the same number of 
squares as the chart and proceed 
to map out the picture. We sug- 
gest making the squares about 4 
inches. This would give a picture 
28 inches wide, large enough to 
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attract attention from a distance 
of several feet. As to color for 
this we suggest brown on light 
buff, being a slightly warmer 
color than those used for summer. 

The companion window can 
also be done in autumnal colors, 
brown and buff relieved by green 
on the floor of the window. This 
sketch is so clear that further ex- 
planation is unnecessary. There 
are many odd jobs, including the 
homely one of preparing fire- 
wood, to be done around the aver- 
age home and they all add up to 
the sale of a goodly amount of 
tools. In this window the large 
circular piece may be done in 
orange to represent the harvest 
moon. The lettering, of course, in 
a contrasting solid color. 

Don’t forget, when using these 
windows, that a related display 
inside the store will produce a 
lot more satisfactory results than 
the window alone can show. 
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Their Hunters Safety Contest 


Cochran & Allen, 
Carlisle, Pa., give 
awards for best 
score in hunting 
quiz. of twelve 
questions. 


O increase store traffic a 
“Hunters’ Safety Contest” 
was conducted last fall by 
Cochran & Allen, Carlisle, Pa. 
“We sold more shells and guns 
during the contest than ever be- 
fore. We wanted to increase store 
traffic,” says M. W. Allen, “which 
we did by holding this contest. 

“We did not state in any of our 
advertising that it was necessary 
to purchase merchandise to obtain 
an entry blank. Brevity was a fac- 
tor,” he said, “in determining the 
best answers. Three expert hunt- 
ers, well known and well liked in 
the community, being the judges.” 

There were no strings in con- 
nection with participation in the 
event and no fees were required. 
So complete a job did the store 
do in publicizing the event that 
one hundred and ten men, out of 
the eleven hundred who applied 
for entry blanks, submitted an- 
swers to the questions which were 
the basis of the contest. 

Twelve simple questions—all 
pertaining to safety factors—were 
asked. The questions and the an- 
swers of the man who won first 
award were: 

1. What to do when lost in the 
woods ?— 


Look for moss on north side of 
trees; it is greenest there. 


2. How should a gun be properly car- 
ried ?— 
Muzzle in air or to the ground. 
3. In what formation should hunters 
tramp?— 
In a straight line. 
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4. Should safety be on or off while 
tramping ?— 
With safety on. 
5. At what distance is average small 
game hit?— 
At 20 to 30 yards, 


6. What should be done before a 
camp fire is lighted?— 

Clear all leaves and wood away. 

7. How do you determine if the ob- 


ject you see is a deer?— 
Look for the horns. 





Hunters Safety Contest 


Why Not Win One of These Prizes 
ENTER THE CONTEST TODAY! 
Visit Our Store at Once to Get Your List 
of Questions 


In order to assure the greatest possible safety to hunters during the coming 

we e this Hunter’s Safety Contest. Come to our sporting goods 

department today and get your questionnaire. Ali questions and answers must 

be in numerical order. The judges announced \that the answers will be judged 
on their brevity in case of tie. 





The following prizes will be awarded Saturday, November 21, 8 P. M. at 
our store. The contest will close Wednesday, November 18. This contest is open 
to all persons over 16 years of age. 


1, PRIZE—Stevens Springfield, 16 gauge Double Barrel, 28-in., F. & M.....$18.95 
2. PRIZE—Genuine “Drybak” Hunting Coat with blood-proof game pocket $7.50 
3, PRIZE—Delta Red Bird Lantern .. 

4 PRIZE—Case Hunting Knife ................ 
5. PRIZE—Box High Power Shells 


Jadges of this Contest: 








scconseee $1.25 
. $1.09 








P. VAUGHN AHL, 
FRANK C. ‘BRETZ, 
DR. WILLIAM R. SHEARER. 





_— =a Federal 
Rex §6Hi-Power 
Shells 


American Eagle 
12 Ga. Shells 


Smokeless Powder 


Special 59c box 


COCHRAN « ALLEN 


Hardware and Sporting Goods 22 - 24 South Hanover Street 


Hunting 
Coats 


Special 
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Increased Store Trattic 


8. With three or more hunters, who 
should shoot first? — 
The one in line with game. 


9. When should a skeet shooter load 


his gua?— 
When he is ready to shoot. 

10. What is maximum distance at 
which a bird should be shot?— 

40 yards. 

11. How do you get over a fence with 
a loaded gun in your hand?— 

See that it is on safety and 
pointed up. 

12. In dense woodland what two ar- 
ticles are most important to the lost 
hunter ?— 

Compass and matches. 


Awards offered were: first, 
double barrel gun, value $18.95; 
second, hunting coat, value, $7.50; 
third, hunter’s electric lantern, 
value, $1.95; fourth, hunting 


knife, value, $1.25, and fifth, a 
box of high power shells, value, 
$1.09. 

During the hunting season the 
contest was featured in the display 
windows and in the store itself 
were displays tying in with the 
event. Three advertisements were 
inserted in connection with the 
contest in a local daily newspaper 
and one in a weekly paper pub- 
lished in a nearby town. The 
store’s regular direct mail broad- 
side or “Store Magazine” also fea- 
tured the event. 

Hunting coats and two different 
makes of shells were featured in 
the contest advertisements. One 
newspaper ad had an illustration 
of a hunter in a boat “winging” 
wild geese and carried the slogan, 
“Everything for Hunters and 


Trappers.” The announcement 
said in part, “In order to assure 
the greatest possible safety to 
hunters during the coming season 
we announce this Hunters’ Safety 
Contest. Come to our sporting 
goods department today and get 
your questionnaire.” That 1100 
men answered those advertisements 
in one month is a good indicator 
of the interest the contest created. 
The night the awards were made 
in the store, interest ran high. 

The store has been in operation 
for sixty years, the present firm 
having acquired the business in 
1921. Cochran & Allen have a 
three-story building, 30 by 100 
feet, with the basement, main floor 
and second floor devoted to dis- 
plays, warehouse space occupying 
the balance of the building. 


Appealing window displays tying-in with a series of newspaper advertisements, as on the left, successfully promoted 


Cochran & Allen’s Hunters’ Safety Contest. 


In one month 1,100 sportsmen had replied to the ads and interest ran so 


high that the store remained crowded throughout that time. 
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Space is provided in the back 

of the display room for the 

larger items which do not 

easily lend themselves to 
table display 


NSTEAD of a “grand opening 
| sale,” Jack W. Apgar, Cran- 
ford, N. J., hardware dealer, 
invited residents of that town to 
“inspect” his new store the eve- 
ning before the establishment was 
opened for business. As a result 
of the “open for inspection” pro- 
gram held one Friday evening in 
January three hundred and sixty- 
five customers visited the store 
when it opened for business the 
next day. The average customer, 
on the opening day, made a pur- 
chase of one dollar or more. 
Having been a resident of Cran- 
ford for more than fifteen years, 
most of which time he was affil- 
iated with hardware stores in that 
town, Mr. Apgar is well known in 
the community. By opening his 
store for inspection the evening 
before opening for business he at- 
tracted many folks who might not 
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Preview Brings 


Taking a page from Hollywood, Jack W. Apgar staged a huge 

preview to announce the opening of his modern store. Held the 

evening before he actually opened for business, preview visitors 

were so impressed that they returned in full force the following 
day to register their enthusiasm in 365 cash sales 


have visited the store until they 
felt a definite need for some of 
the lines handled in the store. As 
it was, many of these visitors saw 
merchandise for which they had 
not previously felt any need. 
Many of his visitors were so 
pleased with the goods on display 
that they wanted to make imme- 
diate purchases. Mr. Apgar re- 
fused to make any sales on the 
inspection night, but to please 
some of the more insistent folks 
he accepted orders for delivery, 
C.0.D., on the opening day. 

Just back of the display win- 
dows, which are enclosed only 
half way, are good sized open 
spaces for showing bulky mer- 
chandise — particularly seasonal 


merchandise — although _ brushes 
and mops, hampers, etc., and other 
year round needs are shown there 
too. Similar space is provided in 
the back of the display room for 
the larger items which do not 
easily lend themselves to table 
display. Merchandise is constant- 
ly shifted, except for items such 
as builders’ hardware, tools, paints 
and the “oil cloth shop.” 


Changes Windows Every 
Other Week 


The two display windows, one 
of which is usually devoted to 
housewares and lines primarily of 
interest to women while the other 
is given over to men’s lines, are 
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Added Sales to Apgar 


well lighted with four powerful 
overhead lights in each. Semi- 
open backs give a good view of 
the entire store from the street. 

Window displays are changed 
once every two weeks, Mr. Apgar 
arriving at the store at 6:30 on 
the mornings he dresses the win- 
dows so that both are completed, 
most of the time, by the middle 
of the morning. A window de- 
voted to women’s lines the first 
half of a month will be given over 
to men’s lines the second half of 
the month, and vice versa, encour- 
aging folks to watch both win- 
dows. 

Particularly attractive was the 
window display reproduced in 
these pages. This window was de- 
voted chiefly to housewares lines, 
different items being shown on 
various levels. Using a large black 
cloth for a base covering, and 
building the “base” up to differ- 
ent levels by the use of boxes, etc., 
the display appeared not unlike 
one a consumer would expect to 
see in the window of an exclusive 
gift shop. Although most of the 
window was devoted to showing a 
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particular line of colored dinner- 
ware, there were enamelware 
items, coffee makers, shelf edging 
and oil cloth. To further attract 
attention to the window a model 
of a modern air transport, with 
an advertising card for the air line 
which furnished the model, was 





AN INVITATION 
To THE PuBLiic 


YOU ARE CORDIALLY INVITED TO CALL 
AND INSPECT THE NEW 


HARDWARE STORE 
JACK W. APGAR 


104 NORTH UNION AVENUE 
WHICH WILL BE OPEN FOR INSPECTION 


TOMORROW EVENING 
FRIDAY, JANUARY 15th 





Open For Business 
Saturpay, January 16% 


ALL NEW FIXTURES 
COMPLETE NEW STOCK 


A Modern Hardware Establishment 


Jack W. ApGAR 


HARDWARE — HOUSEFURNISHINGS 
PITTSBURGH PAINT PRODUCTS 
104 North Union Ave. Cranford, N. J. 


PHONE CR. 6-0866 














One of Apgar’s ads 





Of the two display windows, 
one is usually devoted to 
housewares. In this attractive 
and modern window a black 
cloth was used to provide 
suitable contrast for the gayly 
colored wares 


shown in the background. A can- 
dle holder, of unique design, was 
shown with a large candle in it 
and a flower vase had real flowers 
to lend color to the display. “We 
talk quality and not price,” says 
Mr. Apgar. 


Consistent Advertising 


A firm believer in advertising, 
the proprietor of the store usually 
has at least one advertisement in 
tle local newspaper, each week, 
featuring the paint line offered for 
consumers, offering spring garden 
needs or otherwise tying in with 
the season. When the local paper 
recently ran its special annual 
“real estate section,” an ad for 
the paint line featured by the store 
was inserted in the regular section 
and another ad featuring mostly 
spring garden needs was run in 
the special section. The real estate 
section sketched the activities 
of the community—as to clubs, 
churches, fraternal organizations, 
etc., told of building organizations 
and their activities and contained 
a variety of household infor- 
mation. 

Once a month a small ad, cost- 
(Continued on page 75) 
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Getting Your Share of 





Suggested Institutions to Solicit 
in Industrial Selling 


Partial List of 
Institutions Supplies Needed 
Laundries Valves, Belting 
Hotels Tools, electrical supplies, janitors’ 
supplies, miscellaneous hard- 
ware for repairs 
Power Plants Valves, tools, picks and shovels 
Quarries Rock drills, wire rope, hoists 
Newspapers & Printers Tools, belting 
Machine Shops Mechanics’ tools, belting, files, 
hacksaw blades 
Garages Bolts and nuts, hoists, tools 
Foundries Grinding wheels, hoists 
Food Packing Plants Cooking utensils, valves, janitors’ 
supplies 
Contractors Rope, tools, shovels 
Lumber and Planning Builders’ hardware, belting, saws 
Mills 
Dairies and Ice Cream Portable trucks, valves, janitors, 
Plants supplies 
Textile Mills Belting, tools 
Amusement Parks Garden tools, mechanics’ tools, 
paint 
Furniture Manufacture Sandpaper, files, saws, grinding 
and Other Woodwork- wheels 
ing Plants 
Mines Bolts, nuts, tools, shovels 
Colleges, Schools, Hospi- Plumbing and electrical supplies, 
tals, Public Institutions, tools, paint, builders’ hard- 
City, County and State ware, kitchen utensils, miscel- 
Government Institutions laneous hardware for repair 
work 











Letters to prospects 
always help sales— 


Here are two good 





examples 
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Industrial Sales 


By J. S. DAVIS 


ing comprise one of the most 

profitable single phases of 
the hardware dealer’s potential 
business. It is a big volume busi- 
ness, it means turnover for many 
types of stock, it is a year ‘round 
business, and it brings quick pay. 
Moreover, it is a quality business 
which is always more profitable 
to handle. Despite its volume, it 
can be entered into without extra 
capital investment. 

Yet, through sheer neglect, 
some dealers have been ietting 
this business slip through their 
fingers. The business is going to 
the salesmen who go after it. 

In every community there are 
opportunities for industrial sell- 
ing. Make up your mind to get 
your share. 

Understand, first of all, that the 
odds are definitely in your favor, 
for with your easier access to local 
institutions, permitting regular 
calls, and the all-important estab- 
lishment of friendly contacts; and 


[Pine comin and factory sell- 


your better knowledge of the credit 
standing of these institutions, you 
have a head start on the mill sup- 
ply houses. 


A Full Time Job 


The first step, in most cases, is 
a change in attitude on the part 
of the dealer, who has been too 
apt to consider industrial selling 
as a by-line, to be taken care of in 
spare time. It is a full-time job, 
and one that deserves the best 
salesman you can get, especially 
as in this field, above all others, 
good service, technical knowledge, 
and regular sales calls are needed. 

This salesman in charge should 
first of all make a thorough-going 
survey of all factories, industries 
and institutions in the neighbor- 
hood, and their needs. 

The importance of friendly con- 
tacts in this type of selling cannot 
be overestimated. Cultivate the 
men in these plants, and don’t 
stop with the purchasing agent. 
Remember that the master painter 


or plumber, the master mechanic, 
the chief engineer or the foreman 
of a factory usually specifies the 
brand of material wanted, and 
that his specification determines 
the sale. A friendly contact with 
these men will go far in bringing 
the business to you. 

When making personal calls, 
always leave a reminder of your 
merchandise—very preferably a 
sample—which may interest the 
prospect after you leave, and 
bring business to you. If you can- 
not leave a sample, you can al- 
ways leave a manufacturer’s cir- 
cular with your imprint. Have a 
sufficiently varied and large stock 
of these circulars on hand at all 
times. This costs you nothing, 
and*there is no excuse, with the 








you need every single month. 


No doubt you would be surprised if you stopped 
to count up the number and variety of tools that 


No doubt, too, your mechanics do not give you 


home town. 


Possibly you do not realize that there is a first 
class stock of wood screws right here in your 


.brand of screws 


advance notice when they want any special item. 

May we suggest that you use our very complete 
stock of mechanics’ and machinists’ tools which 
you will find compare favorably with stocks of 
these goods carried by dealers in much larger 
cities. 

We can deliver the following tools immediately 
from our stock: 


(List here specific items with brand names.) 


Every tool that we sell is backed not only by 
the manufacturer but also by our personal guar- 
antee. 


and can offer you both excellent service and 
competitive prices. If you will allow us to check 
up your requirements as to variety of types and 
sizes, we will be pleased to carry a sufficient 
quantity to take care of your complete needs. 


The enclosed booklet describes the 
line in detail, and our Mr 
pleased to call and give you any information 
that you may require. 


Very truly yours, Very truly yours, 
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ready availability of material of 
this kind, for not leaving the right 
piece of literature for every single 
call made. 

Start a card index file to be 
used as a guide both for personal 
calls and circular letters. There 
will sometimes be six or a dozen 
different prospective buyers in a 
single institution. Make out a sep- 
arate card for each of these per- 
sons. For example, you find in 
X factory, which is a food packing 
plant, that valves, paints, cooking 
utensils, and janitors’ supplies 
will each be bought by a different 
employee. You then make out 
four cards to be filed separately: 


(1) Under Valves: 


X Factory 

Mr. N. H. Smith 
22 Broad Street 
City 


(2) Under Paints: 


X Factory 

Mr. P. F. Jones 
22 Broad Street 
City 


Place the letter “P” in the up- 
per right hand corner of the most 
important prospects, as an indica- 
tion that personal calls are to be 
made at frequent intervals; and 
each week go through this file and 
decide on which calls to make. 
These important prospects should 
be seen every seven to fourteen 
days, depending on the size and 
accessability of the plant. 

When the survey is completed, 
this index will be in order for 
your direct mail campaign. The 
names listed on the “P” cards can 
be omitted or included in the cir- 
cular letter campaigns, according 
to the letter and the circumstances. 


Special Attention to Small 
Plants Pays 


Attention should be given to all 
factories and institutions regard- 
less of size. In fact, the hardware 
dealer can well afford to give 
extra attention to smaller plants 
which are often overlooked by the 
mill supply houses. In addition 
to facing less competition here, 
there are other advantages. The 
mill supply dealer does not ordi- 
narily extend credit to these small 
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institutions, since it would not be 
worth while for him to go to the 
expense of credit investigation; 
whereas, knowing local plants by 
reputation, you can afford to ex- 
tend credit where warranted. Or, 
if cash is to be paid, you collect 
on the spot, whereas your com- 
petitor must send his goods 
C.0.D., involving returns and 
losses; knowing this, he quotes a 
higher price. Thus you can offer 
a favorable competitive price and 
yet sell with a wider range of 
profit to these institutions than 
you can to the larger houses. 


Start With Stock on Hand 


Start your industrial selling 
campaign with stock on hand. 
Even if you have extra capital 
available, this is the sound busi- 
ness procedure. As your sales in- 
crease, build up your volume and 
variety of stock. In case your first 
reaction is that industrial selling 
requires a big capital investment, 
we remind you of just a few of 
the items on hand which can be 
moved in this campaign: bolts, 
wood screws, sandpaper, files, 
wrenches, belt dressing, hack-saw 
blades, janitors’ supplies, mechan- 
ics’ tools, paints, machinists’ 
tools, drills, taps, dies, and nails. 

Build up volume of a limited 
number of items before you build 
up variety, so that you can get a 
low price from the manufacturer 
on whatever merchandise you 
carry. 

It is all important to limit your- 
self to one brand of a specified 
item, for only in this way can you 
handle with limited capital the 
full line needed to give the ser- 
vice required in industrial selling. 
Also in this way, you get a better 
price from the manufacturer. If 
possible, win your prospective 
buyer over to your brand on hand; 
if not, shift your brand to meet 
his requirements. 

Remember, in choosing your 
brand, that quality is more im- 
portant than price to these cus- 
tomers. They want goods that 
lasts. 


An Aid to Good Service 


Make a card index file of all 
items which enter into industrial 
selling. Put three entries on each 


card: 1. Cost Price. 2. Selling 
Price. 3. Stock on Hand. This 
will enable you to’ answer in- 
quiries quickly and accurately. It 
will be especially valuable for un- 
expected telephone inquiries. Fac- 
tories and institutions are used to 
quick, intelligent service, and if 
you cannot give it, you will lose 
their business. 


Keep this index file intact at 
the store, so that inquiries can be 
answered during your absence. 
But carry with you duplicate cards 
for all items on which you are 
making personal sales calls. 


With your card index file 
ready, made by personal survey 
and classified under merchandise 
headings, the direct mail cam- 
paign will be a simple matter. 


We cannot stress too much the 
importance of accuracy in classi- 
fying your lists. If Mr. Brown, 
who works in a hospital, buys 
electrical and plumbing supplies 
only, be sure that he does not get 
the letter on pails and mops. In 
a big institution, unless the letter 
is personally addressed to the 
right person, you can be sure that 
it will go into the waste paper 
basket. 


Make a schedule and plan a cir- 
cular letter twice a month, each 
on a specific type of merchandise. 
Even in the few cases where there 
is only one buyer (in a small 
plant) for all equipment, it will 
be more effective to send him a 
letter in March on paints, one in 
April on cleaning equipment, and 
one in May on plumbing supplies, 
than to send him a monthly letter 
covering all items. So, both as a 
matter of good salesmanship and 
of easy organization, plan your 
direct mail campaigns by mer- 
chandise subjects. 


We suggest on page 41 two let- 
ters, one on tools which should 
reach varied types of institutions; 
and one of definitely limited ap- 
peal, on wood screens. We also 
give, on page 40, suggestions as 
to institutions to solicit, and types 
of merchandise in which they will 
be interested, which may serve as 
a guide in planning your local 
survey. 
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LEO WIELAND, active at 
the age of 75 as credit man- 
ager, assistant secretary and 
assistant treasurer of the John 
Pritzlaff Hardware Co., Mil- 
waukee, Wis., wholesale hard- 
ware distributors, has had a 
varied career in the hardware 
industry. He was a lad of 
seventeen, when, in December, 
1878, he entered the employ 
of a retail hardware store. In 
1883 he left the retail business 
to become city agent for and 
serve in the store of the Geu- 
der & Paeschke Mfg. Co., one 
of the predecessors of the pres- 
ent Geuder, Paeschke & Frey 
Co. On Sept. 9, 1883, he joined 
the Pritzlaff company, and for more than fifty-three years 
has served the retail hardware trade as a member of the 
staff of the Pritzlaff company. His first position with the 
Pritzlaff organization was in the billing department, and 
while in that department he occasionally helped with in- 
ventory work. In 1884 he became a bookkeeper, con- 
tinuing in that capacity for fifteen years and then assum- 
ing charge of the credit department. Long active in credit 
organizations, he has been a director of the local credit 
men’s association for the past two years. 





LEO WIELAND 
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E. I. KING, Logan, Kan., 
hardware and implement deal- 
er, has devoted fifty-two of 
his seventy-eight years to the 
hardware business in his com- 
munity. It was in 1874 that 
he became a tinner’s appren- 
tice in a small Iowa town, 
later working as a tinsmith in 
Des Moines, Iowa, for six 
years. Although he managed 
to save money while working 
in Des Moines and was offered 
advancement in the store 
which employed him he de- 
cided to heed the call to “go 
west, young man” and in 1885 
selected Logan as a good place 
to enter business with another 
man. With western Kansas attracting more and more 
settlers each year there was a family on nearly every 
quarter of land affording Mr. King and his partner a 
good volume of business. In a few years he made out 
so well in Logan that he became sole owner of the busi- 
ness which comprised an active tinning business and a 
small stock of hardware and changed the firm name to 
E. I. King & Co., which continues to be the company name. 
Mr. King still has two customers who helped drive the 
buffalo from that section of Kansas. When he entered 
business in Logan, ox yokes, bows and shoes were com- 
monly sold by hardware dealers. It was his experience 
to pioneer many hardware lines in his district and he set 
up the first steel windmill in that vicinity. Other “firsts” 
that he sold in Logan were; oil and gasoline cook stoves, 
hand cream separators and the first carload of barbed 
wire fencing. System has long been one of his hobbies 
and with the steady growth of his business he developed 
his own bookkeeping, price books, sales lists, cost account- 
ing and other systems for keeping adequate records. 
For forty years he has been a member of the Western 
Retail Implement & Hardware Association, serving as its 
president in 1910, and until just a few years ago contin- 
ued to take a very active part in the organization’s pro- 
grams. For several years he delivered addresses, before 
various state retail hardware associations, on cost account- 
ing, office procedure, etc. He is an active churchman and 
Mason but his home has always been his chief interest 
in life. His son George B. King manages the King Motor 
Co. and the King Oil Co., which are affiliated with the 
E. I. King & Co. organization and his second son Hugh 
M. King manages the implement and heavy farm machin- 
ery lines. 


E. I. KING 
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Remodeled Crockery and 
Glass Department 
Increases Sales 


REMODELED crockery and 

A glass department which 

permits leisurely shopping 
and comprehensive merchandise 
display has increased sales for 
Harwood Hardware & Paint Com- 
pany, Los Angeles. A unique type 
of shelving and display arrange- 
ment have contributed to making 
a more successful department, ac- 
cording to R. J. Harwood. 

The department was rebuilt in 
the basement of the store, with a 
stairway leading up to the front 
section of the main selling floor. 
When shoppers come in for 
crockery, glass, or gifts they are 
sent downstairs where they may 
browse around in the open dis- 
play, without the necessity of tak- 
ing up a saleslady’s time. This 
procedure not only cuts selling 
costs to some extent, but is a fea- 
ture well liked by customers who 
enjoy spending a good deal of 
time in looking at items before 
deciding to buy. 

Selling space on the main floor, 
formerly occupied by the depart- 
ment, has been used for other pur- 
poses, thus giving the store a 


“spread” which greatly enhances 
its appearance. A “Teaser De- 
partment” was erected on the 
main floor, to take care of pick-up 
orders and to arouse interest in 
the downstairs department. 

“This is a necessary arrange- 
ment,” Mr. Harwood continues, 
“because some sales would be lost 
if the entire department was placed 
in the basement. But by using a 
well-sampled Teaser Department 
we arouse interest in the merchan- 
dise without sacrificing much 
space. This is located next to the 
door, so that it will be seen by 
all who come into the store.” 


“Teaser Section”’ 


The Teaser Section consists of 
open-face shelving built behind 
one of the store’s windows and 
extending in an L around the wall 
at one side of the door. There is 
a counter between the section and 
the aisle that leads to the door. 
This is placed parallel with the 
aisle. Herein items that might be 
taken by shoplifters are shown. 





A “Teaser” department near the door of Harwood Hardware & Paint Co., 
Los Angeles. 
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The rest of the section is open 
display, the counter which runs 
parallel with the aisle preventing 
persons from being tempted to 
pick up articles and make a hasty 
exit. Well lighted by overhead 
floods trained on the shelves, it 
attracts wide attention. 

In the basement, full-vision 
shelves were built around all the 
walls. These extend from the floor 
to the ceiling and, with the ex- 
ception of the bottom shelf, prac- 
tically the entire contents of each 
shelf can be seen by the shopper 
as she stands near them. This 
full-vision effect was achieved by 
making the top shelf narrowest, 
the next one wider, and so on 
down to the bottom, which is used 
for storage. There are six shelves 
in all, permitting the showing of 
much merchandise in _ limited 
space. 

“We have found that a woman 
wants to see plenty of merchan- 
dise when she comes in to buy 
anything in this line,” says Mr. 
Harwood. “This is the best type 
of shelving for spreading the mer- 
chandise and allowing her to shop 
around for the exact thing she 
wants. Consequently, they buy 
more—seeing other articles they 
want or need.” 


Model Table Setting 
On Display 


Tables, covered with snowy 
white cloths, are placed at inter- 
vals throughout the department. 
These displays suggested table set- 
tings, and have been greatly ad- 
mired by customers. In addition 
to displaying settings, they are 
used to work out ideas with cus- 
tomers. For example, the woman 
may be planning to give a special 
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party. She comes into the depart- 
ment and a saleslady helps her 
make a table setting in keeping 
with the idea she has in mind. Or 
perhaps she merely may want to 
see how the chinaware will look 
when set out on a table. In any 
case, the table-setting is a real 
merchandising feature. 

The entire department was 
painted cream, to gain maximum 
light reflection from the merchan- 
dise. Plenty of overhead lighting 
was installed and the basement 
department has rapidly developed 
into an active selling feature for 
the hardware store. 








The remodeled crockery and glassware department, Harwood Hardware 
& Paint Co., Los Angeles 


Making Preparations Against a 
Business Man's Death 


r \HE problem submitted be- 
low could arise, in fact has 
arisen, in the experience of 

many business men, including 

some who have wished to get rid 
of most of their burdens much 


earlier than the above correspon- 
dent: 


Illinois. 

My problem is as follows:— 

I have been in the implement 
business continuously since 1902, 
handling the Deering and McCor- 
mick lines since that time. Should 
I live until my next birthday I shall 
be seventy-eight years old. 

Customers buying large outfits, 
looking ahead for service, are begin- 
ning to question how much longer I 
might be in business, and I have 
been thinking of some way so that 
the business might carry on unin- 
terruptedly in the event of my death. 

It has occurred to me that it might 
be well to try and incorporate 
although it may be that the business 
is not large enough to incorporate. 
Our last inventory in June, 1936, 
showed our stock to invoice a little 
over $10,000 oftentimes, however, 
we shall have more than that amount 
of tractor equipment in stock. 

I have in my employ a salesman 
who has been with us for twelve or 
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By ELTON J. BUCKLEY 


fourteen years and a bookkeeper and 
stenographer who has been with us 
nearly twenty years. It occurred to 
me that, possibly, a good way would 
be to give each of them a small in- 
terest in the business, say, $1,000 
share, each one, if they saw fit to 
accept it, thus making it a partner- 
ship. 

I wish to know if there is such a 
thing as a partnership that would 
not carry with it a liability. It might 
be neither one of these employes 
would care to assume any business 
risk. Can a business be incorporated 
in such a way that a private fortune 
of a stockholder would be free from 
liability in case of a failure in busi- 
ness? 

I believe these questions cover the 
ground for the information that I 
am seeking. 


McC. 


What this correspondent wishes 
to do is quite a serious thing, be- 
cause it involves two factors. 
First, to safeguard his heirs or 
others of his own family who will 
wish to carry on the business after 
his death, and, second, to safe- 
guard the employees whom he 
wishes to take care of after his 


death. 





The case books show that a lot 
of people who sought to do the 
same thing have made a lot of 
mistakes — mistakes so grievous 
that the former owner of the busi- 
ness, if he knew what was going 
on, must have turned in his grave 
to see the disastrous result of his 
well-meant effort to be fair and 
generous to everybody. 

Nobody who has built up a bus- 
iness, and has seen it prosper, 
can bear to think that it will not 
continue after his death. Not only 
does he want his heirs to get the 
benefit of it, but an even stronger 
feeling is a sentimental dread that 
what he created may die. 

All this makes the method he 
uses of the utmost importance. 

It can be done in any one of 
three ways. The first is to create 
a partnership during your life. 
Take the two employees in as 
partners, give them whatever share 
you wish to, and then make a will 
bequeathing your share, which 
will, of course, be the controlling 
one, to whatever heirs you have. 
The partnership agreement would 
have to contain a clause that at 

(Continued on page 76) 
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Note.—The seasons here shown include both ing 


Federal regulations. 
tions. 
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and closing dates and are the periods when migratory game birds may be taken without violating 


J These seasons may be shortened, however, by State regulation. 
This poster shows seasons only for species protected by Federal law; for other species consult State laws. 


Communicate with State game departments for late orders or regula- 


UNITED STATES 





STATES 


| 


Duck, goose, brant, 
coot, Wilson’s snipe 
(jacksnipe) 


Rail, gallinule 


Woodcock Bang-tailed pigeon 





Arizona 
Arkansas 
California . 
Colorado . 
Connecticut . 
Delaware... 
Florida 
Georgia...... 
daho 
Illinois 


SCwWKCODBNAQUatwnre 


Iowa 
Kansas ; 
Kentucky. . 
Louisiana... 
aine 
Maryland 
Massachusetts 
Michigan 
Minnesota 
Mississippi 
Missouri. . . 
Montana........ 
Nebraska... .. 
Nevada.... 
New Hampshire 
New Jersey 
New Mexico 
New York 


North Carolina 
North Dakota 
Ohio.... 
Oklahoma 


Pennsylvania 
Rhode Island 


Vermont....... 
Virginia. 
Washington 
West Virginia 
Wisconsin 





Long Island....... 


Nov. —— oe 


a 
. 27—Dec. 26... 
. 27—Dec. 26... 
. 27—Dec. 26... 

Oct. 9—Nov. 7 

Nov. 1—Nov. 30.... 
. 1—Nov. 30.... 
. 27—Dec. 26... 
. 27—Dec. 26... 


. 1—Nov. 30.... 
. 1— Nov. 30.... 


Nov. 1—Nov. 30.... 
Oct. 9—Nov. 7....... 
Oct. 9—Nov. 7...... 
Nov. 1—Nov. 30.... 


Nov. 1—Nov. 30.... 
Nov. 1—Nov. 30.... 
Oct. 9—Nov. 7 

Nov. 1—Nov. 30.... 


Nov. 1—Nov. 30.... 


Oct. 9—Nov. 

Nov. 27—Dec. 26... 
Nov. 27—Deec. 26... 
Nov. 1—Nov. 30.... 
Oct. 9—Nov. 7 

Nov. 27—Dec. 26... 
Nov. 1—Nov. 30.... 
Nov. 1—Nov. 30.... 
Oct. 9—Nov. 7 

Oct. 9—Nov. 7 





. 1—Nov. 30.... 





Nov. 20—Jan. 31. 


Oct. 21—Nov. 20.... 
Oct. 15—Nov. 14.... 


Oct. 15—Nov. 14.... 
Oct. 15—Nov. 14.... 


Nov. 15—Dec. 15... 
Dec. 1—Dec. 3 
Oct. 1—Oct. 31..... 
Nov. 15—Dec. 15... 
Oct. 21—Nov. 20.... 
Oct. 1—Oct. 31 


-| Dee. 1—Dee. 31... 
.| Nov. 10—Dec. 10. 


Oct. 1—Oct. 31..... 
Oct. 15—Nov. 14.... 


Oct. 1—Oct. 31 
Oct. 21—Nov. 20.... 
Dec. 1—Dec. 31 


Oct. 1—Oct. 31..... 
Nov. 15—Dee. 15... 


Nov. 15—Dece. 15... 
Oct. 17—Oct. 31.... 

















ber 1—November 30. 
Arizona.—Mourning doves, 


ADDITIONAL INFORMATION 
United States 


Alabama.—Mourning doves, in the counties of Pickens, 
Tuscaloosa, Jefferson, Shelby, Talladega, Clay, Ran- 
dolph, and all counties north thereof, September 15- 
October 15, and December 20-January 31; in rest of 
State, November 20—January 31. 

Alaska.—Duck, goose, brant, coot, Wilson’s snipe, north of 
Alaska Range and the Ahklun Mountains, September 
1-September 30; south of Alaska Range and the Ahk- 
lun Mountains, west of 141st meridian and east of 
False Pass at the tip of the Alaska Peninsula, Septem- 
ber 16—October 15; southeastern Alaska from the 141st 
meridian to Dixons Entrance, October 1—October 30; 
Islands of Unimak, Unalaska, Akutan, and Akun west 
of Unimak Pass in the Aleutian Island group, Novem- 


September 1-November 15; 


white-winged doves, August 5—September 3. 
Delaware.—Mourning doves, September 15—November 1 and 
November 15-December 15. 
Florida.—Mourning doves, except in Dade, Broward and 
Monroe Counties, November 20-January 31; in Dade, 
Broward and Monroe Counties, October 1-November 15. 
Georgia.—Mourning doves, in the counties of Troup, Meri- 
wether, Pike, Lamar, Monroe, Jones, Baldwin, Wash- 
ington, Jefferson, Burke, and all counties north there- 
of, September 15—October 15 and December 20-Janu- 


ary 31. 
Louisiana. 


November 20—January 15. 
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In rest of State, November 20—January 31. 
Mourning doves, September 15-October 1 and 


Maryland.—Mournimg doves, September 
and November 15—December 31. 


Mississippi—Mourning doves, September 15—October 1 and 
November 20—January 15. 


New York.—Woodcock, north of main line of New York 
Central Railroad extending from Buffalo to Albany, 
and north of main line of Boston and Albany Railroad 
from Albany to the Massachusetts State line, October 
1—October 31; south of above line (except Long Island), 
October 15—November 14; Long Island, November 1- 
November 30. 


North Carolina.—Mourning doves, September 15-—October 
15 and December 20—January 31. 


South Carolina.—Mourning doves, in the counties of Aiken, 
Saluda, Neavberry, Faidfield, Lancaster, Chesterfield 
and all counties north thereof, September 15-—October 
15 and December 20-January 31; in rest of State, No- 
vember 20-—January 31. 


Texas.—Mourning doves, in the counties of Yoakum, Terry, 
Lynn, Garza, Kent, Stonewall, King, Cottle, Childress, 
and all counties north and west thereof, September 1- 
October 31; in rest of State, September 15-November 
15; white-winged doves, in the counties of Yoakum, 
Terry, Lynn, Garza, Kent, Stonewall, King, Cottle, 
Childress, and all counties north and west thereof, 
September 1—October 31; in rest of State, September 
15—November 15. 


1-September 30 
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iolating 
regula- 





NO OPEN SEASON in the United States on the following: 


Shore birds (except woodcock and Wilson’s snipe or jacksnipe). 
Wood duck. 

Ruddy duck. 

Bufiehead duck. 

Canvasback duck. 

Redhead duck. 

Crane. 

Swan. 

Ross’s goose. . 

Snow goose and brant in States bordering on Atlantic Ocean. 


Daily Bag and Possession Limits: 
Ducks, 10 in the aggregate. 
Geese (including brant), 5 in the aggregate. 
Rails and gallinutes (except sora and coot) ,15 in the aggregate. 
Sora, 15. 
Coot, 25. 
Wilson’s snipe (jacksnipe), 15. 
Woodcock, 4 
Mourning doves and white-winged doves, 15 in aggregate. 
Band-tailed pigeons, 1 


NOT MORE THAN ONE DAY’S BAG LIMIT MAY BE POS- 
SESSED AT ONE TIME. These limits are subject to reduc- 
tion by State law or regulation. 

Shooting Hours: 

Duck, goose, brant, coot, 7 a. m. to 4 p. m., standard time. 
Rail and gallinule, Wilson’s snipe (jacksnipe), woodcock, dove, 
and band-tailed pigeon, 7 a. m. to sunset, standard time. 

Migratory Game Birds May Be Taken With or by Use of— 

A shotgun only, not larger than 10 gage, fired from the shoulder. 


og. 
A blind or floating device, other than a sinkbox. 
Migratory Game Birds May NOT Be Taken With or by Use of— 
An automobile. 
Aircraft. 
A sinkbox (battery). 
A power boat, sailboat, or any! device towed by power boat or 
sailboat. 


An automatic-loading or hand-operated repeating shotgun of 
more than 3-shell capacity. 
Live duck or goose decoys. 
Bait (for definition of baiting see Federal regulations). 
NO OPEN SEASON in Canada on the following: 
Wood duck. 
Eider duck, except in Nova Scotia, New Brunswick, Prince 
| 10 a Island, Yukon, Northwest Territories, and part of 
ntario. 
Brant, except black brant in British Columbia, Yukon, and 
Northwest Territories. 
Swan. 
Crane. 
Shore birds (except woodcock and Wilson’s snipe or jacksnipe). 
To aid hunters in identifying the more common species of ducis, 
there are given below some of the local names applied to them: 
Blue-winged teal.—Bluewing, teal, teal duck. 
Bufflehead.—Butterball, butter duck, dipper, dipper duck. 
Canvasback.—Can, canvas, whiteback. 
Cinnamon teal.—Teal, teal duck. 
Gadwall.—Gray duck, redwing, creek duck. 
Greater scaup.—Big bluebill, bay broadbill, scaup, blackhead. 
Lesser scaup.—Bluebill, blackhead, scaup, little bluebill, broadbill, 
little broadbill. 
Green-winged teal.—Greenwing, common teal, teal duck. 
Redhead.—Fiddler, fiddler duck, redneck. 
Ringneck.—Ringbill, blackjack, blackhead. 
Ruddy duck.—Stifftail, butterball, ruddy, booby, greaser. 
Shoveler.—Spoonbill, spoony, shovelbill. 
Wood duck.—Summer duck, woody, squealer. 
FEDERAL MIGRATORY-BIRD HUNTING STAMP 
It is unlawful in the United States for a person over the age 
of 16 years to take ducks, geese, or brant unless he carries on his 
person an unexpired Federal migratory bird hunting stamp, vali- 
dated by his signature written in ink across its face. These 
stamps cost $1, and are issued by postmasters. They are not 
valid after June 30 following date of issue. Under the law 90 per 
cent of the proceeds from the sale of the stamps is applied to the 
purchase, maintenance, and administration of inviolate sanctu- 
aries for migratory birds, only a small part of the remainder 
being available for law-enforcement purposes. 





30-Day Duck Hunting Season 
Allowed By New Regulations 





30-DAY duck hunting season 

this year with changes in 

dates and zones was an- 
nounced August 2, 1937, by the 
U. S. Department of Agriculture. 
The previous two seasons also were 
limited to 30 days in order to cut 
down the annual kill and speed up 
the Department’s waterfowl restora- 
tion program. 

In the northern zone the season 
on ducks, geese, Wilson’s snipe 
(jacksnipe), and coot opens Octo- 
ber 9 and closes November 7. In 
the intermediate zone the season is 
November 1 to 30, and in the south- 
ern zone, November 27 to December 
26. Dates are inclusive. 

States in the northern zone in- 
clude Colorado, Iowa, Kansas, 
Maine, Massachusetts, Michigan, 
Minnesota, Montana, Nebraska, New 
Hampshire, New York (except Long 
Island), North Dakota, Ohio, Okla- 
homa, South Dakota, Vermont, Wis- 
consin, and Wyoming. 

In the intermediate zone are Con- 
necticut, Delaware, Idaho, LIllinois, 
Indiana, Kentucky, Missouri, Ne- 
vada, New Jersey, New Mexico. 
Long Island of New York, Oregon, 
Pennsylvania, Rhode Island, Utah, 
Washington, and West Virginia. 

The southern zone includes Ala- 
bama, Arizona, Arkansas, Califor- 
nia, Florida, Georgia, Louisiana, 
Maryland, Mississippi, North Caro- 
lina, South Carolina, Tennessee, 
Texas, and Virginia. 
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This year’s regulations, says the 
U. S. Biological Survey, represent 
the continuance of a program that 
has checked the decline of water- 
fowl and resulted in an increase in 
the numbers of these birds. Inves- 
tigations are conducted annually by 
the Survey over a large part of the 
continent, including Canada and 
Mexico, and reports this summer 
indicate that for the second year in 
succession there has been a_no- 
ticeable increase in most species. 

Survey officials attribute the in- 
crease in part to success in the 
Federal refuge program for restor- 
ing large areas of marsh land to 
the birds for breeding, feeding, rest- 
ing, and wintering. But they con- 
sider the present gains largely due 
to success in reducing the annual 
kill, through stringent regulations 
that have been supported by the 
large body of sportsmen. It will be 
years before the refuge program 
will produce maximum results, and 
in the meantime the preservation of 
adequate breeding stocks is an es- 
pecially critical problem. 

“The slow but steady increase 
noted last year appears to be con- 
tinuing,” says the Survey, “but it is 
not great enough to warrant any 
lengthening of the season or removal 
of other restrictions.” 

This year’s regulations were ap- 
proved on July 30 by President 
Roosevelt. They include regulations 
pursuant to the amended Migratory 


Bird Treaty Act to give effect to the 
convention of last March with Mex- 
ico for the protection of migratory 
birds and game mammals. 

Regulations first put into force 
under the Migratory Bird Treaty 
Act of 1918 have been amended an- 
nually to embody provisions found 
necessary under changing conditions 
for protecting migratory birds. The 
amendments this year are included 
in a “restatement” of the regulations 
—or 12 regulations which include a 
new one covering the transportation 
of game mammals between the 
United States and Mexico. 


Summary of Regulations 


Other restrictions embodied in 
this year’s hunting regulations on 
migratory birds are summarized by 
the Survey as follows: Continuation 
of the regulation providing no open 
season on snow geese and brant in 
Florida and in States north thereof 
that border on the Atlantic Coast, 
and no open season in any part of 
the United States on Ross’s geese, 
wood ducks, ruddy ducks, canvas- 
backs, redheads, bufflehead ducks, 
and swans. Bag and_ possession 
limits, continued from the last two 
seasons. place the daily bag limit 
on ducks at 10 in the aggregate and 
make the possession limit conform 
to the daily bag. The daily bag and 
the possession limit on geese and 
brant of the kinds permitted to be 
killed have been increased this year 

(Continued on page 78) 
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ADVANCES EFFECTIVE 


Linseed Oil 

Lamp Cord 

Mitre Boxes 

Certain Wrenches 
Cheaper Lawn Mowers 
Pipe Cutters 

Fruit Jar Rubbers 
Mop Wringers 


Some Screw Drivers 
Snow Shovels 

Zine Products 

Seed Sowers 

Wire Fence Stretchers 
Milk Strainer Cloth 

Hose Nozzles & Sprinklers 


DECLINES EFFECTIVE 


Platform Scales 


ADVANCES EXPECTED 


Manila Rope 
Tackle Blocks 


Carpenters’ and mechanics’ 
tools—Last month saw a number of 
changes on tool lines, where the re- 
cent cost increases had not been 
previously reflected. Mark-ups aver- 
aging ten per cent were put out by 
Union Hardware Company on gen- 
uine Champion screw drivers and 
Perfection mitre boxes. Peck, Stow 
& Wilcox Company advanced agri- 
cultural wrenches ieu per cent, and 
the Herbrand Corporation increased 
their prices on drop-forged double- 
end wrenches by a similar percent- 
age. Vichek Tool Company ad- 
vanced five and six-piece wrench 
sets approximately twenty per cent, 
and Trimo pipe cutters and parts 
were raised ten per cent. The 
Mephisto Tool Company line of bits, 
pliers, screw drivers, etc., was ad- 
vanced about five per cent on Au- 
gust 1. Sales of the better grade 
carpenters’ and mechanics’ tools are 
showing steady gains, though the 
popular-priced or household grades 
are still the largest sellers in the 
average store. 


* * * 


Lawn mowers — The new 
schedules announced by leading 
manufacturers for the opening of 
the 1938 season show no further 
mark-up on the higher grade mow- 
ers, which were increased about ten 
per cent last April. The medium- 
priced numbers have been raised 
about 50 cents over the April sched- 
ule, and the cheaper grade mowers 
have been advanced 25 cents. The 
competitive mowers are now about 
75 cents higher than a year ago. 
Current new prices are good only 
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Plain Gas Tubing 


for specifications placed prior to 
November 1, and for shipment not 
later than February 1. If early sales 
are large, and if the carryover of 
lawn mowers from this season to next 
shall be as small as now seems prob- 
able, the manufacturers will prob- 
ably wish to put out further in- 
creases before the actual opening of 
the 1938 season. 


* + 


Agricultural supplies — Job- 
bers are reporting an exceptional 
demand for hand agricultural tools 
and are looking forward to the best 
hay fork season in many years. 
There have been no recent price 
changes on “steel goods,” and the 
market has been very steady. An 
advance of about ten cents per dozen 
has been put through by some mak- 
ers of competitive wood snow shov- 
els. Advances have been announced 
on Cyclone, Chicago and _ Little 
Giant seed sowers, and another 
mark-up has come through on 
pitcher spout pumps, correcting a 
reaction which followed the earlier 
heavy increase. Starline, Inc., have 
advanced wire fence stretchers ten 
to fifteen per cent. Brass milk 
strainer cloth in meshes 20 to 120 
has been marked up about $1.20 per 
100 square feet. 

o * & 


Manila rope—The Far Eastern 
situation has further strengthened 
the already high and advancing 
prices of manila hemp, and as usual 
sisal is sympathetically stronger. 
Despite the price advances on rope 
culminating on April 1, the manu- 
facturers clezim that they could not 








hold to present schedules except by 
the use of fiber bought on lower 


priced contracts. Since new con- 
tracts must be entered at consider- 
ably higher costs, there is expecta- 
tion of a further price increase, and 
perhaps a strong one, before the 
year is over. One deterrent to an 
upward price move is the continuing 
low prices put out by the leading 
mail order sellers in their catalogs. 
* * * 


Lawn sprinklers — Manufac- 
turers of Rain King sprinklers and 
nozzles announced increases last 
month on models G, D and H sprin- 
klers, advancing lists respectively 45, 
60 and 80 cents per dozen. Nozzles 
listing at $6.00 have been advanced 
to $7.80 list per dozen. 

* & 


Trace chains — Disregarding 
higher costs, there has been a break 
in trace chain prices, due to com- 
petition started by certain manufac- 
turers. The list prices of October, 
1936, have been restored, and prob- 
ably will be in effect for the balance 
of the 1937 season. The reduced 
list prices include 614-8-2 at 54% 
cents per pair and 7-8-2 at 571% 


cents. 
* & 


Tackle blocks, scales—Job- 
bers are informed that block manu- 
facturers are dissatisfied with the 
present price schedules on tackle 
blocks, in view of sharply increased 
costs. Some interests are forecasting 
an advance on the best selling styles 
of some five to ten per cent in the 
near future. The farm demand for 
tackle blocks continues fair, but 
there has been a dearth of volume 
on the heavier types used in the con- 
struction field. Effective August 15, 
the American Scale Company will 
reduce quotations from $1 to $1.50 
each on their single beam and 
double beam platform scales of 600 
to 1200-pound capacity. 

* * * 


Copper products—The whole- 
sale price of ingot copper has re- 
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mained steady for a number of other companies have notified their months of 1937 has not held into 
weeks. With an extremely active jobbers of price withdrawals which the summer months, due chiefly, of 





demand, there is _ considerable will undoubtedly be followed by a course, to the lag in building and 
strength to the price situation, show- similar increase. Quotations on stove expansion programs. However, in- 
ing itself recently in higher prices mica were advanced about ten per creases are showing month by month 
realized for export sales. The do- cent, effective July 1. An advance over the corresponding records of 
mestic market has not changed from has been put through on Boller mop last year, and at least a 25 per cent 
fourteen cents for several weeks. wringers, averaging five per cent. increase for the year as a whole is 
Manufacturers of copper belt rivets Several models of tank cream sepa- expected. Heating and air-condition- 
and burrs last month, by reductions rators have been increased in price ing are the exception to the general 


of 14% and % cent per pound, ten per cent, and a leading maker of summer quietness in the plumbing 
marked down copper rivets and nickel plated trays has raised prices field. The Chicago area leads the 


burrs to a basis more than balanc- to a similar extent. Leading makes country in reporting an 87.3 per 
ing the drop in copper. Wholesale of fire extinguishers on July 1 were cent increase for the first six months | 
costs are still some eight cents per advanced $1.50 (list) each, with no of this year over last, in air-condi- 
pound above the competitive level change in the trade discounts. tioning installations. Price changes 
reached last summer. Last month * * in plumbing lines have been mod- 
saw also a reduction of two cents Cotton products—With assur- erate lately, including a ten per cent 


per pound in the price of copper ance of an exceptional crop of Amer- decline on Bremer plungers and 
wire nails, to a basis about midway valves, and a new advanced discount 
between the low mark of a year ago sheet, effective August 1, on the 
and the peak reached in March. Woodford line of freezeless ground 


ican cotton this season, approximat- 
ing 15,000,000 bales, some weakness 
naturally has appeared in quota- 





Soe tions, though cotton will participate and water hydrants, tank floats, peor 
Zine and zinc products—An _ with other crops in a large yield at and water nozzles, and radiator fill 
advance of 25 cents per 100 pounds _a relatively high return to the grow faucets. ea a 
on slab zinc, announced on July 10, er. One reason for a fairly steady 
restored part of the previous price price structure is the heavy domestic Paints, varnishes, etc-—May 
declines. Labor costs at the zinc consumption which during the eleven sales, which were the latest reported 
smelters have been greatly increased months from last August through by the paint and varnish industry, 
by their recent strike troubles and June has beaten any previous twelve dropped slightly from the April 
the settlements resulting therefrom. months’ tonnage. Textile mill ac- peak, but were some five per cent 
Sheet zinc which was quoted in tivity for the first five months of ahead of a year ago, and in April 
March at $13 base now stands at 1937 was 24 per cent ahead of the the highest sales record was at- 
$12 base per 100 pounds in whole- similar period a year ago, and about tained since May, 1929. Jobbers are 
sale lots. . 34 per cent ahead of the long term expecting a sharp sales gain this 
Pee average for such period. A continu- fall over last, and have laid in stocks 
Building paper—Manufactur- nce of this rate is not probable. with assurance of continuing strong 
ers of rosin-sized building and and the summer showing is less fa- _ prices. The cost of white lead has 
sheathing paper have been catching  Vorable. However, the year as a remained steady, but linseed oil, ad- 
up somewhat with their orders, after whole will show a fine record. Mar- vancing again 1% cents per gallon 
being many months behind. Quota- ket changes either up or down in on July 16, is sharply above last 
tions are now somewhat more com- cotton will not affect the prices this year, and at about the highest level 
petitive from eastern mills, who had fall on such items as hunting cloth- since the middle of 1930. Turpen- 
advanced quotations above the west- ing, tents, paulins, etc., on which tine, however, declined two cents per 
ern market levels. Carload prices the manufacturers contracted some gallon on July 16. The price of 
are a little easier in the midwestern time ago for their season supplies; China wood oil has dropped con- 
market, but with no considerable their prices are expected to hold siderably from last year’s peak, but 
effect as yet on the small-lot resale | Without change. A drop last month future costs undoubtedly will be af- 
prices advertised by the leading in cotton duck quotations to the fected by the situation in the Far 
roofing manufacturers. larger buyers will eventually have East. 
‘ & 6 an effect on manufactured goods. i se 
Home supplies—An advance ae Electrical supplies—Dealers 
on fruit jar rubbers has been put Plumbing supplies — The report an unusual summer sales ac- 
through by some manufacturers, sharp increase in demand for tivity in radio receiving sets, the 
averaging about ten per cent, and plumbing lines during the opening new models showing many refine- 
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ments of appearance and perform- 
ance. With some thirty million sets 
reported in use in the United States, 
according to the U. S. Commerce 
Department, it is readily seen how 
staple a household “necessity” the 
radio has become. 1937 has been a 
great season for electric fans, but 
the usual summer shortage has 
bothered some manufacturers and 
many jobbers. Most makers have 
now followed the recent advances 
on flashlights and batteries. Quota- 
tions on lamp cord have been 
strengthened by some makers, by 
changes announced last month, 
ranging from 5 to 15 per cent. An 
effort is being made to extend the 
advances uniformly. An advance of 
about 10 per cent has been put 
through on inverted gas mantles by 
a leading manufacturer. Plain steel 
gas tubing, according to some mak- 
ers, is scheduled for a mark-up 
which, however, has not yet been 
announced definitely. 
* * * 

Washing and ironing ma- 
chines—Household washer shipments 
reported by the industry during the 
first six months of 1937 broke all 
records for a half-year period, to- 
taling 949,328 units, an increase of 
10.2 per cent over a year ago. House- 
hold ironer shipments total 94,696, 
also a record high, and 7.6 per cent 
over last year. 

* * * 


A busy summer—July has 
been a good month for hardware 
retailers, who have found their 
shelves clearing satisfactorily of 
summer merchandise, and weather 
conditions unusually right for their 
farm trade. With almost no specu- 
lative buying, the steady demand 
which appears is the natural result 
of seasonable requirements, and a 
general ability to spend. The better 
stores in all sections have attracted 
not only the stay-at-homes, but have 
enjoyed the worthwhile cash pur- 
chases of many tourists. A record- 
breaking volume of travel started 
early in the summer, and has gained 
impetus ever since. Resort districts 
are experiencing their most pros- 
perous summer since pre-depression 
days. Many towns which are well 
located for tourist travel, and whose 
surroundings are attractive, are add- 
ing themselves to the widening re- 
sort map and are making their bid 
for the summer traffic. As the popu- 
lation becomes more and more mo- 
bile, and more interested in sports. 
there seems to be plenty of patron- 
age for the newer as well as the 
older resort areas. The effect is to 
liven the summer dress and activity 
in most of the retail stores, and the 
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enlarged sports, luggage and sou- 
venir departments in many country- 
town hardware stores are surpris- 
ingly prosperous and profitable. 


= | © 


Housewares active — Close 
upon the heels of this summer’s 
record demand for outdoor sports 
supplies is the fine sales volume 
reported from all sections on home 
furnishings, including major house- 
hold appliances and furniture. Many 
families, enjoying a new prosperity, 
now follow style trends in furnish- 
ings as they do in clothing. The 
merchants who keep the newest 
gadgets and the newest finishes on 
display get many an order from 
those whose kitchen and home ap- 
pliances are complete and in good 
order, but who are willing to spend 
again for “the very latest.” 


* + 


Farm affairs—The weather 
man has treated most kindly nearly 
all the agricultural areas. There 
have been few days unsuitable for 
farm activity, and for the advance- 
ment of the growing crops. There 
is the usual tale from parts of the 
West of more moisture needed, but 
conditions are generally splendid. 
Corn has made exceptionally good 
progress, the condition of the crop 
everywhere ranging from fair to ex- 
cellent. With the threshing of win- 
ter wheat about completed, some 
reports confirm considerable rust 
damage. However, the spring wheat 
and oats yields are fine, and in most 
sections unexpectedly bountiful. In 
spite of bumper crops and relative- 
ly high prices, the farmer has a 
worry this year, in the scarcity of 
farm labor. Though willing to pay 
12 to 15 per cent more than last sea- 
son in wages, he has found the sup- 
ply of farm labor in July, with rela- 
tion to the demand, the lowest in 
many years. The situation is not 
helped by the fact that the farm 
population itself is gradually reduc- 
ing. Whatever help the farmer is 
able to obtain not only costs more 
for wages, but is less efficient. 


- 2&2 ¢@ 


Labor trouble lessening—In- 
dustry, having closed a six month’s 
period at its highest level of opera- 
tions since recovery began, faced 
during June an extremely quiet 
month, traceable largely to wide- 
spread labor troubles and to the de- 
cline in speculative buying. July 
has shown a definite betterment in 
labor cooperation, and new ordering 
has proceeded at a moderately in- 
creasing rate. Plants in all indus- 
trial lines, the season considered, 


are keeping reasonably busy, and 
expectation is definite that a very 
active fall is ahead. It is known that 
wholesale stocks again are becom- 
ing depleted, and mills, despite the 
disappearance of old backlogs of 
orders from their spring rush, are 
holding working forces intact, and 
keeping them well employed. Many 
companies welcome the opportunity, 
the first in several months, to ac- 
cumulate some reserves of material 
and manufactured goods for the 


trade ahead. 
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Retail sales—Store sales, as 
revealed by the leading statistical 
indexes, are keeping a little ahead 
of a year ago. June sales fell below 
May in most districts, but depart- 
ment store sales increased about 
7 per cent in dollar volume over last 
June, and rural retail sales about 
11% per cent. July figures are ex- 
pected to show equal or better gains. 
The variety stores found June their 
best month since 1929, and very 
close to the sales records of that 
year. Retail gains for the month 
were not so good, in general, as the 
dollar showings of wholesale and 
manufacturing concerns. Reports 
from 1105 wholesalers in all lines, 
to the U. S. Commerce Department, 
indicated an average increase in 
their business during June of 15 per 
cent over a year ago. 547 reporting 
manufacturers showed an average 
betterment of 11.7 per cent. 


* & 


Commodity price trends— 
Commodity prices declined in July. 
Moody’s index of 15 commodities 
lost all of its early July gains, with 
losses at the end of the month in 
grains, textiles, rubber, and _ tin. 
Steel scrap, export copper, and hides 
advanced. The steadiness of the 
price structure of steel and hard- 
ware products was confirmed on 
July 20 by the early announcement 
that prices on leading semi-finished 
steel lines will be extended, un- 
changed, through the fourth quar- 
ter. While the most recent tendency 
of some raw material prices has 
been downward, this has been offset 
by increased labor and production 
costs, combining toward a consis- 
tently steady price level for the rest 
of 1937. A reflection of the strength 
of prices on manufactured products 
is the news from the motor industry, 
which is starting to announce moder- 
ate price advances, in effect this 
month. Several passenger models of 
the Ford line were raised $15 to $35. 
but with no change on other models, 
and none on trucks or commercial 
cars. 
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made almost a lifelong study of the 

subject before us today, the nature 
and significance of the long-term trends 
which we see evidenced currently by 
the many changes about us. The effect 
on retailers is of particular interest to 
this Association, and I will direct my 
remarks to that subject. 

Whether or not we agree on some 
phases of the current recovery and re- 
form program—and remember that the 
Bureau of the Census is non-political, 
and flows on through Administration 
after Administration intent only on 
serving business with unprejudiced facts 
and safeguarding the confidential status 
of the individual schedules which you 
entrust to us, with no axes to grind and 
no causes to espouse—whether or not 
we are a unit in all of our thinking, 
I am sure we do agree on this—that 
the trend toward a more even distribu- 
tion of income, with higher wages and 
shorter hours, is decidedly in the in- 
terest of the retailer. Higher wages and 
more time for the enjoyment of home 
life and outdoor recreation are espe- 
cially in the interest of hardware re- 
tailers. Next to the department store 
the hardware store has the most to offer 
of interest to the new class of consumers 
whom good wages and leisure hours are 
making into buyers. 

It has been said that one-third of our 
population are undernourished, ill-clad 
and inadequately housed. That is true, 
and it might be added that one-third 
are also inadequately paid. With better 
pay men have money to spend on more 
than merely food and clothing and rent. 
They will be building or buying and 
improving their own homes. They will 
have a bigger stake in the stability of 
their country and in the future security 
of their children. No matter how little 
may be the surplus over the cost of bare 
necessities, just so there is a surplus, 
they become a different type of citizen 
and a different type of consumer, or 
store customer. Why, then, should not 
retailers declare themselves unmistak- 
ably in favor of any sound move in the 
direction of shorter working hours and 
more adequate wages! 

I have seen it stated that a genera- 
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* An address delivered before the Na- 
tional Retail Hardware Association at 
—_— in Los Angeles, July 13, 
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Retailers and Higher Costs 


By OLIVER C. SHORT* 


Executive Assistant to the Director 
of the Census 


tion ago the wage earner received 52 
cents of each dollar of national income 
that is, of all the income of all the 
people from all sources, wages consti- 
tuted 52 per cent. Today, according to 
the latest figures available, the wage 
and salary proportion of total national 
income has risen to 66 per cent. Most 
products of labor cost more today than 
they did a generation ago and _ this 
higher wage cost is an important factor, 
along with higher taxes, rents and about 
everything else. Consumer goods accu- 
mulate these higher costs as they move 
along from stage to stage, and when 
they finally reach the retailer’s shelves 
it is the retailer who must bear the 
whole brunt of collecting the higher 
wages and the higher taxes and the 
higher freight rates and rents in the 
form of higher prices to the public. 


Retailer Gets the Blame 


The public pays; yes, but it is the 
retailer who too often gets the blame 
for the higher prices. In the end he 
carries the burden of justifying and 
obtaining a price necessary to cover 
everything from the higher wages of ore 
miners in the Mesabi country to the 
State sales tax and the amortization of 
your modern store front. What to do 
about it is of vital interest. 

Frequently a customer comes into 
your store who is disposed to put the 
blame for higher prices on the retailer. 
He looks over the hammers, selects one 
marked $1.00 and exclaims: “Your 
price is too high. When I was a boy I 
could buy a hammer like this for 75 
cents. The difference must be your 
profit.” 

If that has happened to you, you may 
have felt like thanking him for the 
compliment that you make a 25 per 
cent profit. Or you may have felt like 
the hardware merchant in San Fran- 
cisco who was awakened by the noise 
of a prowler in his house: 

“What are you doing here?” the mer- 
chant demanded. 

“Looking for money 
answered. 

“Wait “til I find some shoes and I'll 
help you look.” 

You may contrast that hypothetical 
25 per cent with your real profit of 
maybe 2 to 3 per cent, but you can’t 
tell that tv your doubting customer. 
What you need at such a time is fac- 


” 
: 


the prowler 


tual proof of the effect on prices of all 
these many new factors, over which you 
as a retailer have no control, but the 
cost of which you are required in the 
natural course of business to collect 
from the ultimate consumer. 

I suggest, as a further job of statisti- 
cal research for your Association, the 
production of such factual proof, in a 
form which can be applied specifically 
to each of a number of principal hard- 
ware commodities. For instance. that 
25 cent increase in the price of a ham- 
mer can be broken down to show how 
much is caused by higher raw material 
costs, how much by transportation, by 
taxes, by higher wholesale distribution 
costs and by higher retail operating 
expenses. Increases in expense do not 
lose themselves, but show up eventu- 
ally in prices. Retailers are not in posi- 
tion to prevent or avoid these increases, 
but they can understand their effect on 
prices and be in position to explain 
them to the inquiring or skeptical cus- 
tomer. 

I can visualize a series of leaflets or 
cards, one for each principal commodity 
sold by a hardware store, which would 
become widely distributed and soon 
would change the attitude of the public 
toward the hardware retailer. They 
would serve also to correct much of 
the misconception of retailers’ profits, 
and the idea that consumer cooperatives 
or other so-called short-cuts can effect 
lower distribution costs than are pro- 
vided by the present arrangement of 
manufacturers, wholesalers and _ re- 
tailers. P 

The necessary analyses are not now 
available, but could be developed from 
available data. Your Association now 
has an efficient research staff which 
gathers and publishes invaluable infor- 
mation on current sales and expenses. 
If the members felt that the additional 
expense of supplying the price-composi- 
tion leaflets is justified, a research man 
assigned to the task will find a wealth 
of data in the files of Government bu- 
reaus, particularly in the Bureau of the 
Census. 

For almost 100 years the Bureau of 
the Census has taken a census at regu- 
lar intervals of the whole field of man- 
ufactures. Later it added the Census 
of Agriculture and in 1929 the Census 
of Business, with which you are most 
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CONGRESS CONSIDERING BILL TO PROVIDE FEDERAL AID 
FOR WILDLIFE RESTORATION AND CONSERVATION 


The three million dollars col- 
lected annually by the Federal 
Government in excise taxes on 
sporting goods—arms and am- 
munition—would be diverted to 
maintain an extensive Federal- | 
State program of wildlife restora- 
tion under a bill introduced in 
the Senate by Key Pitman, 
Democrate, of Nevada, and in 
the House by A. Willis Robert- 
son, Democrat, of Virginia, both | 
of whom head special commit- | 
tees in the two houses on the 
conservation of wildlife resources. 

The method of financing the 
program follows a similar system | 
whick has been highly success- 
ful in individual states and which 
embodies one of the cardinal 
principles of conservationists— 
that moneys taken in by govern- 
ment agencies from wildlife re- 
sources, sportsmen’s license fees, 
and similar taxes should be spent 
in the conservation and mainte- 
nance of wildlife species. 

The program, which would be 
administered by the Department 
of Agriculture in cooperation 
with state fish and game depart- 
ments, provides for the selection 
and subsequent improvement of 
feeding, resting, or breeding 
places for wildlife, and for “such 
research into problems of wild- 
life management as may be 
necessary” for efficient adminis- 
tration of the act. 

Any of the 48 states comply- 
ing with the act would receive 
their share of money from the 
Federal Government for the cost 
of approved projects which, after 
empletion, would be maintained 








at state expense. The Senate 
committee, reporting favorably 
on the measure, described the | 


system as comparable to the | 
method in which Federal high- | 
way aid is distributed to State | 
highway commissions for road | 
building. 

Of the estimated $3,000,000 re- 
ceived in sporting arms and am- 
munition taxes by the Federal 
Government, one-half would be 





available for allocation to the | 
various states on the basis of | 
proportionate area; the other | 


half to be allotted on the basis | 
of proportionate hunting licenses. | 
On each approved project the | 


Federal contribution would 


75 per cent, State contribution 
25 per cent. 

The Senate committee report- 
ed that wildlife resources of con- 


tinental United States have 
shown “a marked decrease” in 
population due to drought, 


floods. soil erosion, the advance 
of civilization, the destruction of 
habitat. the diminishing supply 
of foods and the increased num- 
ber of men who go in for hunt- 
ing and fishing. 

Mere conservation is _ not 
enough, the Committee said. The 
environment for wildlife must be 
restored and such a program, it 
said, “is essentially a problem of 
land and water management.” 

“The time has come when the 
Federal Government and _ the 
States must cooperatively engage 
in a broad program which will 
not only conserve our present 
day limited supply of wildlife, 
but restore it to some semblance 
of its former-day abundance.” 

The belief is general that the 
bill would pass both Houses of 
Congress were it not for the gen- 
eral legislation scramble existing 
on Capitol Hill. The bill is not 
a controversial one. Its passage 
is virtually assured in the early 
days of the next session, con- 








vening in January, 1938. 

The bill has been endorsed by 
The General Wildlife Federa- 
tion, the Izaak Walton League 
of America, the International 
Association of Fish and Game 
Commissioners, the Western As- 
sociation of Fish and Game Com- 
missioners, the American Wild- 
life Institute, More Game Birds 
in America, New England 
Fish and Game Conference. the 
administrators of conservation 
departments of 39 states, the 
General Federation of Women’s 
Clubs, the Garden Clubs of 
America and others. 

The states have jurisdiction 
over wildlife within their bor- 
ders but the Federal Govern- 
ment, because of the migratory 
character of certain species of 
waterfowl, has jurisdiction over 
the perpetuation of ducks, geese. 
and other migrants. 

At this writing the bill is on 
the Senate calendar and has an 
excellent chance of being passed 
by the Senate before adjourn- 
ment. The House committee is 
waiting for a report on the meas- 
ure from the Department of 
Agriculture before taking fur- 
ther action, which is unlikely at 
the present session. 


GENERAL ELECTRIC CO. APPOINTS 
HOME LAUNDRY SPECIALISTS 


Jack Clemons has been ap- 





JACK CLEMONS 


pointed specialist for the Chi- 


be | cago area in all products of the 


equipment 
make his headquarters with the | 


General Electric home laundry 





J. J. McKAY 


section, and will 








GILDE, SALES MGR. FOR 
EASY WASHING MACHINE 


Morton Gilde has 
pointed general sales 
of the Easy Washing Machine 
Corp., Syracuse, N. Y. Mr. 
Gilde has been associated with 


been ap- 
manager 





MORTON GILDE 


1920 and 


divisional 


the company since 
since 1924 
sales manager of the New York 
He will now make his 


has been 
Division. 
home and headquarters in Syra- 
cuse. 


G-E Appliance and Merchandise 
Department in Mr. 
Clemons was formerly associated 
with the Royal Eastern Electri- 
cal Supply Co., New York City, 


Chicago. 


where he was assistant sales 
manager and a_ leading prize 


winner in home laundry equip- 
ment sales contests. 

J. J. McKay 
pointed specialist in 
Electric home laundry equipment 
for the St. Louis, Mo., area. He 


has been ap- 


General 


will make his headquarters with 
the district appliance sales office 
at 1010 Pine St., St. Louis. Mr. 
McKay was associated for five 
the Rudolph Wur- 
litzer Co., as manager of their 
Columbus and Middletown, Ohio, 
with the 
Biederman Furniture Co. of St. 


years with 


branches and_ later 


Louis, in connection with ap- 


pliance merchandising. 
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HELLENTHAL ELECTED PRESIDENT OF 
ASSOCIATED POT & KETTLE CLUBS 


On the Gearheart golf links are: Upper left, president, A. 
Hellenthal (left) and outgoing president, C. A. L. Wilson. 
Harry O. Davis is holding the sign. Upper right are: B. F. 
Sinsheimer (left) and G. C. Gillan. 
The golfers are (from left to right) C. E. Johnson, L. Woolf, 
Chas. Matthews, Ernie Cross, Sid Sykes, J. Ferguson, and 
W. A. Trachsel. 


Associated Pot and Kettle Clubs 
convened June 25, 26, and 27, 
at Gearhart-By-The-Sea, Oregon, | and 
at its tenth annual convention. 


Friday night, June 25, under the 
supervision of C. A. L. Wilson 
Mac Sprincen. Saturday 
morning was devoted to a_busi- 


While the convention did not| ness meeting and the following 
officially start until Friday, June| jew officers were elected for 
25, there were approximately 75! 937.1938: A. Hellenthal, The 


delegates at the hotel two days 
previous. George Slater, Voll- 
rath Co.. and O. M. Tucker. Lip- 
man Wolfe. were in charge of all 
arrangements for the meeting. | Ore.. 

A huge bonfire and hot dog | C. Wood, Continental Sales Co.. 
was held on the beach! San Francisco, Cal. 


Bon Marche, Seattle, Washing- 
ton, president; W. Clark Wright. 
Meier & Frank Co., 
secretary-treasurer, and F. 


Portland. 





party 
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The new regional vice-presi- 
dents are: Harry Gleason. 
Seattle, Wash., National Enamel- 
ing & Stamping Co.; Ben F. 
Sinsheimer, Portland, Ore., B. F. 
Sinsheimer Co.: Sig Lion, Oak- 
land, Cal., Kahn’s; W. A. Trach- 
sel, San Francisco, Cal., The 
Emporium, and Les Neblitt, Los 
Angeles, Cal., Los Angeles Lad- 
der Co. O. M. Tucker was 
elected to the National House- 
wares Directory Committee and 
Walter A. Stone was elevated to 
the chairman of that committee. 
Harry Davies remains on_ the 
committee for his second year. 

The Inter-Club golf tourna- 
ment was held Saturday after- 
noon on the Gearheart cham- 
pionship golf course, for the gold 
inaugural trophy, which was won 
by the Portland club. 

Approximately 250 attended 
the banquet held on Saturday 
evening. W. S. McCune, Los 
Angeles, presented the outgoing 
president, C. A. L. Wilson, with 
a handsome gold wrist watch. 
The incoming president Hellen- 
thal, in his inaugural speech, 
pointed with pride to the ac- 
complishments of the organiza- 
tion and the outlook for the 
| coming year. Dancing was en- 
joyed after the banquet. 








OCTOBER IS ELECTRIC 
BUFFET MONTH 


C. E. Greenwood, Edison Elec- 


tric Institute, 420 Lexington 
Ave., has announced that the 
Electrical Housewares Program 


has designated October as Elec- 
tric Buffet Entertaining Month. 
The committee in charge of this 
activity is preparing a 32-page 
book of table settings and menus 
| which make use of modern elec- 
tric grills, toaster, buffet service, 
coffee makers, roaster, and other 
| electrical table appliances. 

| 

| SOSS MFG. INCREASES 
SELLING STAFF 


The Mfg. Co., Roselle, 
N. J., manufacturer of the Soss 
line of invisible hinges has ap- 
pointed the following representa- 
| tives to their selling — staff: 
| Thomas G. Percy, 501 Bona Allen 
Bldg., Atlanta, Ga.; Door Hard- 
ware Equipment Co., 1] Warren 
St. New York City, and the 
| Progressive Sales Agency, Au- 


| burn, N. Y. 


Soss 


GREER & LAING MAKE 

EXECUTIVE CHANGES 

At a meeting of the board 
of directors, July 2, of the 
Greer & Laing wholesale hard- 
ware firm of Wheeling, W. Va., 
Everett S. Greer, Zanesville, 
Ohio, was elected chairman of 











E. S. GREER 


the board and J. M. Laing, was 
elected president. L. H. Weishar 
was elected to the board to suc- 
ceed J. S. Auvil and also ap- 
pointed chief buyer. 

Both Mr. Greer and Mr. Laing 
are descendants of the founders 
of the company, Mr. Greer being 
a grandson of Jacob R. Greer 
and Mr. Laing a grandnephew 
of Alexander Laing. 


ACME CARD OFFERS BOOK 
ON RECORD KEEPING 

The Acme Card System Co., 8 
S. Michigan Ave., Chicago, is 
offering a booklet called the 
“Buried Treasure” Check List. 
which points out the faults of 
antiquated record keeping meth- 
ods and tardy reports. It also 
suggests simple remedies which 
keep records up to date and in 
an immediately available form. 


300 ATTEND PHILADELPHIA 
ASSOCIATION OUTING 


Approximately 300 members 
and guests attended the summer 
outing on July 14 of the Retail 
Hardware Association of Phila- 
delphia, at the Melrose Country 
Club. Games and contests were 
the order of the day and were 
followed by a steak dinner and 
“floor show” entertainment. Wil- 
Beener chairman. 


liam C. was 
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BOSTON CONFERENCE 
ON DISTRIBUTION 


On Sept. 20 and 21, 1938, the 
Boston Conference on Distribu- 
tion will be held at the Hotel 
Statler, Boston, Mass. The con- 
ference is sponsored by the re- 
tail trade board of the Boston 
Chamber of Commerce in co- 
operation with the Harvard Uni- 
versity Graduate School of Busi- 
ness Administration; Boston 
University College of Business 
Administration; the Massachu- 
setts Institute of Technology, and 
others. 

Discussions will include: The 
Trend in Taxes on Distribution; 
Trend of Commodity Prices; The 
Long Term Trend of Retail 
Profits; What Price Distribu- 
tion?; Education and Business 
Leadership; The Trend of Retail 
Distribution; The Effects of 
Trade and Labor Regulations on 


American Hardware 





Distribution Costs and Prices of 
Goods; Cosmetics and Fashion; 
Standards for Consumer Goods; 
Manpower and Distribution; Ad- 


vertising and the Consumer; 
Distribution Cost Analysis by 
Commodities; The Economic 


Position of Distribution Today; 
New Factors in Research Affect- 
ing Distribution; The Interna- 
tional Capital Market and Trade; 
International Trade Pacts; Se- 
lective Selling—Its Effects on 
Social and Economic Standards; 
The Economic Effect of the Air 
Conditioning Industry; The New 
Era; A Graphic Picture of Dis- 
tribution Today. 





THOMSON RETURNS HOMES 
AFTER ILLNESS 


F. F. Thomson, vice-president, 
Thomson-Diggs Co., wholesale 
firm of Sacramento, Cal., has re- 
turned to his residence, mate- 
rially improved over the serious 


Supply Co. Holds 





illness with which he had been 
confined in a hospital for a 
month. 


BARRETT HARDWARE OPENS 
NEW WHOLESALE QUARTERS 


The Barrett Hardware Co., 
Joliet, Ill., has opened a new 
wholesale division in the plant 
formerly occupied by the Bates 
Mfg. Co., at Henderson Ave. and 
Jackson St. This move marks 
the complete separation of the 
firm’s retail and _ wholesale 
branches and inaugurates expan- 
sion in both divisions. Retail 
operations of the company will 
continue at 115 Ottawa St. 

W. F. Barrett, grandson of 
the founder, is president of the 
Barrett Hardware Co., which was 
organized in 1850. E. M. Moore 
is vice-president in charge of the 
retail store, and C. J. Shaw is 
general manager of the wholesale 
division. 


Two-Day Semi-Annual Convention 





Three hundred hardware deal- 
ers, their clerks and wives at- 
tended a two-day semi-annual 
stockholders’ meeting and ex- 
hibit of The American Hardware 
Supply Co., 41 Terminal Way, 
South Side, Pittsburgh, Pa., held 
July 26 and 27 at the com- 
pany’s warehouse and offices. 
Sixty manufacturers had exhibits 
showing new lines, methods of 
display for their respective lines, 
etc. This picture was taken at 
the Monday evening meeting, 
open only to member-stockhold- 
ers of this dealer-owned whole- 
sale house. 

Each morning, until 10 a.m., the 
exhibits were open for buying 
and inspecting goods and talk- 
ing with the factory representa- 
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followed by executive manager 
Wm. E. Stout, who outlined new 
merchandise handled by the 
firm, told of merchandising plans 
and of the organization’s ideas 
about meeting competition. All 
meals were served on the prem- 
ises with the Monday evening 
meeting following the  semi- 
annual dinner attended by deal- 
ers, factory salesmen, and the 
company’s staff. A total of more 
than 450 attended this dinner. 

A brief talk outlining current 
and pending legislation affecting 
business men, particularly retail- 
ers, was given by Charles J. 
Heale, editor, HArpwarE AGE, 





| tives. President Charles W. Scar- | with the main talk of the session 
borough made the welcoming ad- | 
dress Monday morning and was | 


by Mr. Stout, who reported the 
year’s progress, based on au- 
dited reports. These showed 
that sales had grown from $282,- 
000 in 1934 to an estimated $1,- 
200,000 for 1937 with sales the 
first six months of the current 
year far ahead of 1934 total 
sales. Other data elated to 
profits, operating costs, inventory 
and such data pertinent to the 
conduct of the business and its 
progress. 

Factory 
ported greater sales at this two- 
day meeting than at any previous 
meeting of the organization which 
will hold its next convention in 
January, 1938. , 


representatives __re- 








CONTEST WINNERS WILL 
VISIT BERMUDA 

A. H. Mohrhusen, sales man- 
ager of Superkleen brushes, De- 
voe & Raynolds Co., Inc., 1 W. 
47th St., New York City, has an- 
nounced plans for nationwide 
contest among salesmen of hard- 
ware wholesalers, who feature the 
Superkleen line of paint and 
varnish brushes. All wholesalers 
handling the line will enter the 
name of their salesmen prior to 
the time the contest opens in 
August, and to each man a com- 
plete set of rules and regulations 
will be mailed. 

The contest, which is based on 
skill, closes in November at 
which time the names of 15 win- 
ners will be announced. These 
men will be brought to New 
York where they will be enter- 
tained at dinner by Jack Demp- 
sey, former heavyweight cham- 
pion, at his famous restaurant. 
Next day the group will leave 
by Furness line for Bermuda. All 
expenses from each man’s home 
to Bermuda and return to start- 
ing point will be taken care of 
by the company. 





NEW FIRM DISTRIBUTES 
CROSLEY PRODUCTS 


The Appliance Sales Co., 522 
W. Douglas, Wichita, Kan., 
has been organized by Jack Hen- 
nigh to be distributor for the 
Crosley Radio Corp., Cincinnati, 
Ohio, in the Wichita territory, 
comprising the southern half of 
Kansas. E. T. Lagg, formerly 
vice-president of the Stimpson 
Sales Corp., for a number of 
years local Crosley distributor, is 
the representative of the firm. Mr. 
Hennigh, formerly manager in 
the Wichita territory for Spur- 
rier’s, Inc., is general manager. 

The Appliance Sales Co. will 
distribute to approximately 750 
retail dealers, in its territory, 
Crosley Shelvador refrigerator, 
Savamaid washers and _ ironers, 
home and auto radios, Tung-Sol 
tubes, and other products. It has 
purchased from the Stimpson Co. 
the Tung-Sol tube contract for 
the entire state of Kansas, as 
well as the radio parts and ser- 
vice departments. It has taken 
over the Stimpson organization 
personnel as well as a number of 
employees of Spurrier’s, Inc.., 
which has withdrawn from busi- 
ness in the Wichita territory. 





WARREN TELECHRON OPENS 
NEW CLEVELAND OFFICE 


The Warren Telechron Co., 
Ashland, Mass., manufacturer of 
self-starting synchronous electric 
clocks, have opened a new Cleve- 
land district office in the B. F. 
Keith Bldg., 1621 Euclid Ave. 
H. E. Blackburn, Cleveland dis- 
trict manager, will be in charge. 
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BUYING ACTIVE REGISTRATIONS HEAVY 


AT N. Y. HOUSEWARES SHOW. JULY 11-17 


Buying was particularly active 
at the New York Housewares 
Show, held July 11-17, at the 
Hotel Pennsylvania, 7th Ave. and 
W. 33rd St., New York City, 
under the auspices of the New 
York Housewares Manufacturers 
Association, and _ registrations 
were heavier than for the show 
held last summer by the same as- 
sociation. There were more than 
1,550 housewares buyers for 
wholesale and retail hardware 
firms, department stores, house- 
furnishings stores, department 
and syndicate stores in attendance 
the first two days of the show 
and the total registration for the 
entire show was more than 4,000. 
Although housewares buyers for 
hardware retail and wholesale 
houses have attended previous 
shows there was a much larger 
number of hardwaremen regis- 
tered during the exhibit than in 
previous years. More than 470 
firms had exhibits at the show. 

With most buyers having 
heavier budgets than last year 
orders for larger quantities were 
received by exhibitors, despite 
generally increased prices. Num- 
erous new products and new de- 





signs of older products were in 
evidence, many of them being 
shown for the first time. Many 
display rooms were so designed 
that they were adaptable for use 
in retail store displays. 

Present officers of the associa- 
tion are: Robert D. Price, Robe- 
son-Rochester Corp., president; 
H. R. Owen, Landers, Frary & 
Clark, vice-president; Ralph 
Gretsch, Ralph Gretsch & Co., 
Inc., treasurer, and Mrs. Flo Eng- 
lish, Room 108A, Hotel Pennsyl- 
vania, New York, secretary. Di- 
rectors are: Walter S. Andres, 
Fostoria Glass Co.; Walter Beh, 
Beh & Co., Inc.; A. A. Bernard- 
ine, National Enameling & Stamp- 
ing Co.; Wm. B. Flanagan, A. 
Kreamer, Inc.; M. E. Horn, Alu- 
minum Cooking Utensil Co.; 
Joseph A. Kaplan, Joseph A. 
Kaplan, Inc.; Ben S. Loeb, and 
Stanley T. Williams, The Voll- 
rath Co. New officers will be 
elected in February. 

The social event of the show 
was a cocktail party and ban- 
quet held July 15 at the Hotel, 
followed by a sail up the Hudson, 
with floor show and dancing as 
the entertainment features. 





STARLINE HOST TO MFRS. 
JOBBERS AT GOLF PARTY 


More than a hundred whole- 
salers and manufacturers were 
guests of Starline, Inc., Harvard, 
Ill., at a hardware golf party 
held July 8 at the Bigfoot Coun- 
try Club. The party was given 
in honer of the hardware whole- 
salers and provided an oppor- 
tunity for wholesalers and manu- 
facturers to get together for a 
day of play and relaxation. 

Golfing prizes were won by 
R. J. Donahue of the Wabash 
Screen Door Hinge Co.; M. E. 
Long, H. Channon Co.; Jules 
Kersten, Cordage Sales; J C. 
Shepperd, Sheffield Steel; R. 
Berrigan, Ray-O-Vac; Al Roeth, 
Inland Steel; W. H. Elliot, Union 
Drawn Steel; S. M. Osgood, 
Hardware’ Retailer; M._ E. 
O’Brien, Inland Steel; E. J. Nel- 
son, Richards-Wilcox, and Lam- 
son Jennings and George Case, 
Jr., Lamson & Sessions. 

Among the wholesalers present 
at the golf party were: Julius 
Werner, Wyeth Hdwe. & Mfg. 
Co.; Andy Cameron, Wright & 
Wilhelmy Co.; Gaylord Carpen- 
ter, Lindsay Bros. Co.; M. E. 
Long and Roy Beaulieu, H. 
Channon Co.; Ward Walker and 
Bill Jack, Isaac Walker Hard- 
ware Co.; W. A. Prosser, Her- 
man Hoff, R. V. ‘iruesdell, A. J. 
Kwitek, H. A. Steadman, and 
P. H. Hartshorn, Hibbard, 
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Spener Bartlett & Co.; Arthur 
Magnuson, Larson Hardware 
Co.; John Pritzlaff, E. W. Kie- 
now, F. N. Sommers, and Wil- 
liam Caughey, Pritzlaff Hard- 
ware Co., and Steve Duffy, Hall 
Hardware Co. 

Manufacturers and wholesalers 
came from as far east as W. D. 
Kirkpatrick of the American 
Chain & Cable Co., Bridgeport, 
Conn.; Cy Peck of The McKay 
Co., Pittsburgh, Pa., and George 
Case and Lamson Jennings from 
Cleveland, Ohio. From the west. 
there were Julius Werner, J. C. 
Shepherd, Andy Cameron and 
Arthur Magnuson from along the 
Missouri River. 





BOOSTERS ENJOY ANNUAL 
OCEAN FISHING TRIP 


Members and guests of the 
Hardware Boosters enjoyed the 
fourth annual fishing trip of that 
organization held July 16 aboard 
the palatial steam yacht, North 
Star. With fluke running in 
large enough quantities and 
weights to please most of the 
fishermen there were also catches 
of dogfish, sea bass, skate and 
even one crab and a very small 
star fish. One of the biggest 
strings of fish was that of Robert 
Doti, sales manager, Igoe Bros., 
Brooklyn, N. Y., who caught two 
of the heaviest fluke as well as a 
dogfish and several other kinds of 
fish. The third largest fish was 





landed by Paul Lingener, Rem- 
ington Arms Co., Inc., New York 
City. 

The party began with breakfast 
on board the North Star and in- 
cluded a very fine luncheon. The 
hardwaremen tried their fishing 
skill in the waters off Jersey, 
above Asbury Park. Ideal weather 
and the ability of most of the 
anglers to easily and quickly get 
their “sea-legs” added to the 
pleasures of the party. 


M. E. Wyckoff, Hardware 
World, vice-president of the 
Boosters and chairman of its en- 
tertainment committee, Roy C. 
Schmidt, Stanley Tools, Charles 
J. Heale, editor, HarpwareE AGE, 
Charles Pincus, The Stanley 
Works and O. E. Watts, Sherwatt 
Equipment & Mfg. Co., were 
members of the committee in 
charge of arrangements for the 





party. 


R. A. FISHER SUCCEEDS F. S. WALDEN; 
HEADS HARDWARE CREDIT GROUP 


At the recent National Credit 
Congress, held at The Stevens, 
Chicago, Ill., R. A. Fisher, sec- 
retary-treasurer, Thomson-Diggs 
Co., Sacramento, Calif., was 
chosen chairman of the whole- 
sale hardware group of the Na- 
tional Association of Credit Men. 
He succeeds F. S. Walden, vice- 
president, Strevell-Patterson 
Hardware Co., Salt Lake City, 
Utah, who presided over the two 
afternoon sesssions of the group 
with the aid of co-chairman, E. 
K. Gleason, Hibbard, Spencer. 
Bartlett & Co., Chicago. W. J. 
Claussen, vice-president and trea- 
surer of Hibbards presided over 
one afternoon session and 
brought the discussion to a close 
with a brief resume of his ef- 
forts to make salesmen credit 
conscious. 





R. A. FISHER 


More than 51 wholesale hard- 
ware houses were represented at 
the convention which met from 
June 20 to 24, 1937, with prac- 
tically full attendance among 
this group throughout their hard- 
ware group sessions. 

At the Monday afternoon ses- 
sion, June 21, among the sub- 
jects discussed and led by Mr. 
Walden, were credit department 
systems; necessary credit data in 
exchange of credit favors; open- 








ing credit accounts and fixing 
credit limits, and modern collec- 
tion methods. At the Tuesday 
afternoon session, Mr. Claussen 
led discussions on trade group 
activities; controlling terms of 
sales, cash discounts, etc.; agency 
service and interchange; credit 
losses, compromise settlements, 
and liquidation of insolvent debt- 
ors, and interest charges on past 
due accounts. Following the dis- 
cussions, officers were 
for the 1938 convention. 

The hardware manufacturers’ 
group under the chairmanship of 
F. O. Reibold, National Enamel- 
ing and Stamping Co., Milwau- 
kee, Wis., and vice-chairmanship 


elected 





F. S. WALDEN 


of F. M. Smith, Norton Lasier 
Co., Chicago, held sessions on 
Monday, Tuesday, and Wednes- 
day afternoons. Among the dis- 
cussions were: insurance—its 
relation to the debtor; financial 
statements; development and ex- 
pansion program; history and 
use of trade acceptances; cash 
discounts; letter writing and let- 
ters that build business, and pro- 
posed changes in the bankruptcy 
law. 

During the course of the con- 
gress sessions were also held by 
financial, advertising, and com- 
mercial and industrial groups. 
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SHADBOLT & BOYD TAKE 
ON HORTON LINE 


Shadbolt & Boyd Co., Milwau- 
kee, Wis., has become distributor 
for Horton Kleen-Zoning washers 
and Beauty-Aid ironers, made by 
the Horton Mfg. Co. Fort 
Wayne, Ind. A staff of six out- 





ARTHUR SCHLEIGER 


side specialty salesmen will call 
on retail dealers in 48 Wiscon- 
sin counties serviced by Shadbolt 
& Boyd Co. These men will be 
under the supervision of Arthur 
C. Schleiger, manager of the 
electrical merchandise depart- 
ment. 

Shadbolt & Boyd Co. was 
founded in 1863. It recently 
moved into a spacious five-story 
building, occupying almost half 
a city block. 

OLD-AGE BENEFITS 

REGULATIONS AVAILABLE 


Provision for the guidance of 
all participants in the old-age 
benefits program was assured by a 
recent announcement of the So- 
cial Security Board that it is 
making available throughout the 


country copies of regulations 


governing these benefits, partic- | 


ularly those relating to the filing 
of claims. Establishment of a 
special field service to facilitate 
the handling of claims was also 
announced. 


FAIRBANKS-MORSE NAMES 
NEW DISTRIBUTORS 


W. Paul Jones, general man- 
ager. Home Appliance Division, 
Fairbanks, Morse & Co., Indian- 
apolis, Ind., has announced the 
appointment of the following 
distributors: Brown-Camp Hard- 
ware Co., Des lowa 
radios, refrigerators, and home 
laundry equipment in Des Moines 


Moines, 


and 79 counties; O. S. Stapley 
Co., Phoenix, Ariz.—radios in 
Arizona; Motor Hardware & 


Equipment Co., San Diego, Calif., 
—radios, refrigerators. and home 
laundry equipment in counties of 
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San Diego and Imperial; Radio 
Electric Service Co., Baltimore, 
Md.—radios in Baltimore and 
trading area; Saginaw Distrib- 
uting Co. Saginaw, Mich.— 
radios, refrigerators, and home 
laundry equipment in northeast- 
ern Michigan; C and B Distrib- 
uting Co., Peoria, Il]—radios 
in Peoria and central Illinois; 
C. M. McClung & Co., Knox- 
ville, Tenn.—radio line in addi- 
tion to home laundry equipment 
and refrigerators. 





BENDIX ENTERS WASHING 
MACHINE FIELD 


Bendix Home Appliances, Inc., 


528 Fisher Bldg., Detroit, Mich., 
has entered the washing machine 
market with a different type of 
automatic home laundry washer. 
This new company is placing its 
product on the market through a 
national distributor organization 
which has been built up during 
the past six months. Associated 
with the firm is Vincent Bendix; 
Don O. Scott, who is president; 
J. S. Sayre, vice-president in 
charge of sales, and Otto C. 
Lang, vice-president. Mr. Bendix 
is well known for his activities 
in the automotive, aviation and 
marine fields. 

McCARTHY REPRESENTS 

SOLAR IN CHICAGO 

The Solar Mfg. Corp., 599 
Broadway, New York City, has 
appointed Leo C. McCarthy as 
representative in the Chicago 
metropolitan area, for wholesale 
accounts. Leroy Eschner will 
continue as senior representative 


for Northern Illinois manufac- 
turing accounts, while Irvin 
Aaron, Milwaukee, will visit 


northern Illinois wholesalers out- 
side of metropolitan Chicago. 








SHAPLEIGH HARDWARE ACQUIRES ASSETS 
OF GELLER, WARD & HASNER HDWE. CO. 


The Shapleigh Hardware Co., 
St. Louis, Mo., has purchased the 
assets of the Geller, Ward & 


‘Hasner Hardware Co., also of 


that city. Geller, Ward & Has- 
ner was founded 35 years ago. 
Two years ago the company 
filed a debtor’s petition for re- 
organization in the United States 
District Court. 

The plan for liquidation of the 





company, filed in connection with 
its debtor’s petition, has been 
approved by United States Dis- 
trict Judge John C. Collet. Credi- 
tors having a majority of gen- 
eral claims totaling about $180,- 
000 also have approved the sale 
to the Shapleigh company. Final 
approval the Federal 
Court. 


rests in 





12TH ANNUAL TOURNEY OF HARDWARE GOLF ASSN. 
TO BE HELD AT EXCELSIOR SPRINGS, SEPT. 16-18 


The twelfth annual tournament 
of the Hardware Golf Associa- 
tion will be held Sept. 16, 17, 
and 18, 1937, at the Elms Hotel, 
Excelsior Springs, Mo. Since only 
on 18-hole course will be avail- 
able for playing, the number of 


ship fee is $5.00 a person; non- 
golf membership fee, $3.00 a 
person. Green fees for three days 
are $2.30, payable in advance at 
the golf club. All fees will be 
used to defray expenses and buy 
prizes. On Thursday evening. 


golf entries will again be limited | Sept. 16, after 10 o’clock, a free 


to 176 players, comprising rep- 
resentatives of firms who are 
members of hardware wholesaler, 
mill supply wholesaler or hard- 
ware manufacturer associations. 

The tournament committee will 


accept all wholesaler entries but | 


because of the limited golfing fa- 
cilities, the number of players 
representing the same manufac- 
turer will be limited to two en- 
tries, if the total exceeds 176. 
There will be no limit on non- 
golfing members. Golf member- 


CLARENCE COX 

Clarence Cox, 43, associated 
with his brother Harry L. Cox, 
in the management of the Cox 
Hardware and Furniture store in 
Marion, TIll., passed away re- 
cently at his home in that city. 
He leaves his widow and two 
brothers, T. William Cox and 
Harry L. Cox. 





AN AFTERNOON'S HAUL 





James H. King, 2305 Minne-| working his way up to his pres- 


sota Ave. N. E., 


Washington, | ent 


position as head salesman 


D. C., salesman with the May|of the firm’s inside sales force. 
Hardware Co., of that city, proves| During a June campaign, Mr. 


his satisfaction with 


an after-| King led all the May salesmen 


noon’s fishing at Point Look Out,| with the highest total sales and 


Md. 


Mr. King has been with) the record for opening the great- 


the May company since 1927,| est number of new accounts dur- 
starting in as a stock man and|ing that month. 


| 
| 
| 
| 





buffet luncheon and_ entertain- 
ment will be provided. 

Phil Snyder, 6440 Grand Ave., 
Kansas City, Mo., is in charge of 
all hotel reservations and_ will 
make room assignments. Hotel 
rate, American Plan based 
two in a room with connecting 
baths, is $6.75 per day. R. A. 
Sundvahl, secretary-treasurer ol 
the Hardware Golf Association, 
makes his headquarters at 321 
W. Randolph St., Chicago, III. 


on 





Cc. L. BARDO 


Clinton L. Bardo, 69, a forme 
president of the National Asso- 
ciation of Manufacturers, died 





Cc. L. BARDO 


Aug. 4 in New York City. Mr 
Bardo was a familiar and frequent 
speaker at major hardware con 
ventions. 


E. A. HUNTER 


Hunter, 58, hardware 
Fort Worth, Tex.. 


25 years, passed 


BE. A. 
merchant in 
for the past 
away recently. 
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TRUE TEMPER LAWNCOMB RAKE—No. LC18—with 18” head. No. LC24— TRUE TEMPER BRUME RAKE—No. FBR22. Tempered spring steel 
with 24” head. Tempered spring steel teeth, extra select ash handle. teeth, extra select handle, perfectly balanced. ; 
@ When the leaves begin to fall, the sales of these two popular, TRUE TEMPER Rakes 
} should add substantially to your profits. * 
Features are: The ease of use, fine construction, and the fact that the flexible spring steel 
teeth do not harm the lawn. ; 
Merchants who feature these rakes in mass displays of 6,or more, find that volume sales result. 
F ; F - 
f Order from your jobber now for display in September and October. If he cannot supply 
your requirements, write us and we will send you the name of a nearby distributor who can. 
THE AMERICAN FORK & HOE COMPANY 
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COLDWELL LAWN MOWER CO. CELEBRATES 
70TH ANNIVERSARY WITH PARTY 


On June 24, the Coldwell Lawn 
Mower Co., Newburgh, N. Y., 
celebrated its seventieth birth- 
day with a party on the factory 
grounds bordering the Hudson 
river. There were gathered all 
factory employees, officer person- 
nel, and salesmen from all over 
the United States, and company 





executives. 


Merit badges were given to all 
employees in the service of the 
company for 10 years or more. 
Ninety-three received badges rep- 
resenting 2042 years of service. 
The veteran, Edward Smith, had 
a record of 55 years, and three 
others each with records of over 


50 years. 





Left to right are: Isaac B. Sweigart, Ventnor City, N. J., 
44 Years; Edwin T. Smith, Newburgh, N. Y., 55 years, 





and J. G. Tucker, Dubuque, Iowa, 27 years. Their ser- 
vice records total 126 years. 
New Britain factory. He has 


STANLEY HONORS 50-YEAR 
SERVICE OF B. WHEELER 


In recognition of his fifty 
years of service with the Stanley 
Rule and Level Plant, New Brit- 
ain, Conn., Benjamin Wheeler 
was recently presented with a 
fifty-year pin by M. A. Coe, gen- | 


| 
eral manager. Mr. Wheeler, on | 





BENJAMIN WHEELER 
Aug. 1, 1887, was hired by 
Charles L. Mead, at that time 


president of the Stanley Rule 
and Level Co., to work in the 
New York office. His starting 
salary was $2.00 per week. 

In 1913 Mr. Wheeler went to 
Bridgeport, Conn., as _ general 
manager of the John S. Frey Co., 
manufacturer of bit braces, a 
firm which Stanley has absorbed. 
In 1916 he became a member of 
the Stanley Tool sales force, 
traveling through the South, New 
York and Canada. In recent 
years Mr. Wheeler has been lo- 


always been a hardware man and 


| 





comes from a hardware family. | 


His first job was in a retail store 
and his father was in the hard- 
ware business before him. 








cated in the sales office at the 
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CORRECTION 





HERBERT G. WILLIAMS 


On page 42 of the June 
17 issue of HARDWARE 
AGE there appeared an 
announcement of the 50th 
anniversary of the Pull- 
man Mfg. Corp., Roches- 
ter, N. Y., manufacturer 
of the Unit Sash Balance. 
Inadvertantly we obtained 
the wrong photograph of 
Herbert G. Williams, pres- 
ident and treasurer of the 
company, and used it with 
the news item. The gen- 
tleman shown as Mr. Wil- 
liams has remained un- 
identified but the correct 
portrait of Mr. Williams is 
shown here. 














| Hardware 





WALTER E. WHITEHEAD 


Whose election to the presi- 
dency of the Pittsburgh Retail 
Association was an- 
nounced on page 38 of the July 
1 issue of HARDWARE AGE. 
Mr. Whitehead is associated with 
the Whitehead Wilson Co., 606 
Braddock Ave., Braddock, Pa. 





ROGERS ISINGLASS AND 
GLUE CO. APPOINTS 
N. Y. DISTRIBUTOR 


The Rogers Isinglass & Glue 
Co., Gloucester, Mass., manufac- 
turer of Rogers liquid fish glue, 
has appointed Harmon & Dixon, 
42 Murray St., New York City, 
as its exclusive representative in 
the five boroughs of New York 
City, Long Island, and all of New 
Jersey. In order to set at rest 
various and sundry rumors, the 
company also states it is an in- 
dependent manufacturer and is 
not affiliated, owned or controlled 
in whole or in part by any other 
company. 





R. H. FULTON, JR., JOINS 
ALUMINUM GOODS MFG. 


Robert H. Fulton, Jr., has 
been appointed secretary and 
treasurer of the Aluminum 
Goods Mfg. Co., Manitowoc, 
Wis., to succeed John F. Wal- 
ton, Jr. Mr. Fulton became asso- 
ciated with the Aluminum Co. of 
America, Pittsburgh, in 1912 
and after 17 years in the Chi- 
cago district sales office, was ap- 
pointed manager of sheet sales. 
He is a graduate of Washing- 
ton and Jefferson College and 
completed World War service 
with a Captain’s commission. 





od 
McGILLVARY JOINS SHELBY 
SALES ORGANIZATION 


M. McGillvary, formerly with 
Brown Hardware, San Francisco, 
Cal., has joined the sales organi- 
zation of The Shelby Cycle Co., 
Shelby, Ohio, at the Los An- 
geles branch. He is calling on 
the trade in southern California 
and Arizona. 





A. G. WRIGHT CHAIRMANS 
KANSAS WELFARE BOARD 


Al. G. Wright, president of the 
Wright-Burton Hardware Co., 
Arkansas City, Kan., has been 
appointed chairman of the So- 
cial Welfare Board of Kansas by 
Governor Huxman. Since his new 
duties will necessitate his spend- 
ing some time in Topeka, Mr. 
Wright is relinquishing some of 





AL. G. WRIGHT 


his business duties to his son 
Stephen, who is secretary and 
treasurer of the hardware con- 
cern and William H. Burton 
vice-president. The senior Mr. 
Wright will continue his interest 
in the company. 

Mr. Wright has spent 40 years 
in the hardware business and in 
1933 was president of the West 
ern Implement and Hardware As- 
sociation. He has also been 
president of the Arkansas City 
Rotary Club, Chamber of Com- 
merce, and a past commander of 
the United Spanish War Veter- 
ans. 


Cc. P. FRANCHOT HEADS 
BURDEN IRON CO. 


Charles P. Franchot has been 
elected president and _ general 
manager of the Burden Iron Co., 
Inc., Troy, N. Y. Joseph W. 
Burden has been made chair- 
man of the board; O. A. Van 
Denburgh, Jr., has been elected 
vice-president in charge of op- 
erations, and Harold T. Henry. 
vice-president and general sales 
manager. 


WASHBURN CO. PROMOTES 
EDWARD H. GORTON 


Edward H. Gorton, for the last 
year and a half, manager of in- 
dustrial sales for The Washburn 
Co., Worcester, Mass., has been 
appointed eastern district sales 
manager of the company. Mr. 
Gorton will make his headquar- 
ters at 258 Broadway, New York 
City. 
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RVI- Moscow 
500,000 WATTS 


put the WORLD'S BIGGEST MAGAZINE 


has twice the circulation of its nearest competitor! 


IWERED at 500,000 watts each, two great broad- 

casting stations have equal claim to the title of 
“world’s biggest.” But there’s no question about 
leadership in the magazine field. The world’s biggest 
magazine —The American Weekly —has double the 
circulation of any other magazine! 

Here is a publication that moves merchandise — 
and moves it fast—because it provides the greatest 
coverage of any publication on earth! Each week 
The American Weekly reaches 6,000,000 families. 
This tremendous circulation is concentrated in the 
631 counties where 68% 
of all the nation’s families 
live and where 80% of ail 
retail sales are made. In 
these 631 counties are lo- 
cated all cities of 10,000 
or more population, in 
most of which The Ameri- 
can Weekly regularly 
reaches ... from 1 out of 





The 
AMERICAN 
WEEKLY 





Greatest 
Circulation 


in the World 





anet, 





6,000,000 NEAREST 
WEEKLY COMPETITOR 
CIRCULATION CIRCULATION 






**The National Magazine with Local Influence 
Main Office: 959 Eighth Avenue, New York City 


every 5...to 1 or more of every 2 families. Products 
advertised in The American Weekly have the strong- 
est selling support a manufacturer can give them. 
Stock and feature these products—you'll find it pays! 


What The American Weekly is 


The American Weekly is the largest magazine in the 
world. It is distributed through the great Hearst 
Sunday newspapers. In 630 of America’s 995 towns 
and cities of 10,000 population and over, The American 
Weekly concentrates 67% of its circulation. 


In each of 196 cities, it reaches better than 
one out of every two families 

In 146 more cities, 40 to 50% of the families 

In an additional 124 cities, 30 to 40% 

In another 164 cities, 20 to 30% 


. and, in addition, more than 2,000,000 families in 
thousands of other communities, large and small, 
regularly buy and read The American Weekly. 


THEAMERICAN 
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NEW MEMBERS ON N.W.H.A. 
EXECUTIVE COMMITTEE 


Edwin F. Flato and John M. 
Burbank have been elected to 
the Executive Committee of the 
National Wholesale Hardware 
\ssociation to fill the vacancies 
caused by the death of C. S. 
Harper, Harper & McIntire Co., 





| 





E. F. FLATO 


Ottumwa, Iowa, and the snslgper | 
tion, as a member of the commit- | 
tee, of John T. Martindale, Van | 


Camp Hardware & Iron Co.,| 


| issued 





| department store toy departments. 


J. M. BURBANK 
Mr. Flato is 


Indianapolis, Ind. 
associated with the Corpus 
Christi Hardware Co., Corpus 
Christi, Tex., and Mr. Burbank 
Farwell, Ozmun, Kirk & 
St. Paul, Minn. 


with 


Co. 


TEXAS RETAIL ASSN. | 
MEETS IN JANUARY 


The fortieth annual convention | 
of the Texas Hardware & Im-| 
plement Association will be held 
at the Hotel Baker, Dallas, Tex., 
Jan. 25, 26, and 27, 1938. Dan 
Scoates, College Station, Tex., is 
secretary of the organization. 


LINCOLN ELECTRIC OPENS 
DAYTON, OHIO, OFFICE 


The Lincoln’ Electric Co., 
Cleveland, Ohio, manufacturer | 
of arc-welding equipment, has | 
opened a new sales engineering 
office at Dayton, Ohio, at 1508 
Watervliet Ave. R. P. Sharer is 
in charge. 

ROBERTS MANAGES SALES 

FOR TRAILER FIRM 


J. E. Roberts has been ap-| 
pointed vice-president in charge | 


of sales for the Alma Traile | 
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| four colors and all merchandise 


| strip 


| created 





LAINSON RETURNS FROM 
EUROPEAN TOUR 


Hal Lainson of W. M. Dutton 
& Sons Co., Hastings, Neb., re- 
turned recently from a_ three 
months trip abroad as a dele- 
gate to the Rotary International 


Mr. Roberts 
associated with 
Hupp and Covered Wagon. 


Co., Alma, Mich. 


was formerly 





250 AT WESTCHESTER 
25-YEAR DINNER 


More than 250 members and 
guests of the Westchester Coun- 
ty Hardware Dealers Association 
attended the celebration of that 
organization’s 25th anniversary at 
the Lawrence Inn, Mamaroneck, 
N. Y., on Wednesday, July 28. 
During an excellent shore din- 
ner, the guests joined in the 
community singing. Dancing was 
among the other entertainment 
features of the evening. 





BUTLER BROS. ISSUES 
“TOYLAND” BOOKLET 


Butler Brothers, Randolph and 
Canal Sts., Chicago, IIl., national 
distributors of general merchan- 
dise and dry goods, have recently | 
a new rotogravure toy | 
booklet entitled “Toyland.” This | 
attractive and colorful brochure | Convention in Nice, France. One 
shows a wide variety of toys and| of his most unusual experiences 
games selling from 25c to $10.| occurred one evening in Cannes, 
Half the pages are printed in| France. He and a party of 

| Setomde were witnessing a floor 
described is illustrated. A comic | show, a feature of which was a 
continued throughout the| man who played tunes on a bal- 
booklet illustrates the adventures | loon by controlling the air as it | 
of “Jane and John on the Magic | escaped through the small open- 
Express to Toyland.” “Toyland”| ing. Mr. Lainson noticed the | 
has been designed primarily for} pump that was used, and when | 
the use of hardware stores and| the show was over went behind 
stage and found the pump. It 
was a Rose Tire pump, manu- 
factured in Hastings, Neb., by 
the Frank Rose Mfg. Co., Dut- 


ton subsidiary. 








H. A. LAINSON 





FRANK PUTNAM JOINS 
RENOWN STAFF 
Frank Putnam has been ap- 
pointed assistant merchandising 
manager of the Renown Stove 


REPUBLIC APPOINTS 
NEW DISTRIBUTORS 


Momsen - Dunnegan- Ryan 
El Paso, Tex., has been named 
| distributor of Enduro Stainless 
| Steel and the Odell Hardware 
Co., Greensboro, N. C., has been 
appointed distributor of Toncan 
Iron sheets by the Republic Steel | 
| Corp., Cleveland, Ohio. | 


Co., 








MERONEK MFG. ACQUIRES | 
DUO-LOK MFG. CO. 


| The Meronek Mfg. Co., 
jens Point, Wis., has acquired the 
| business of the Duo-Lok Mfg. | 
| Co. of that city, manufacturer of | 
| the Duo-Lok garage door brace. | 
| With the addition of this prod- | 
|uct to its lines, the Meronek 
| company is inaugurating a new 
| sales policy calling for distribu- 
Co., Owasso, Mich. This is a| tion through wholesalers of this 
new position which has been | brace, its line of hand fertilizers 
to provide 
contact between Renown and its| The company has been operatin 
dealer organization. Mr. Put-| through local Wisconsin whole- 
nam was formerly assistant to 
the manager of industrial sales 
for Lowe Bros., Dayton, Ohio. 


Stev- | 





FRANK PUTNAM 


through 





pand its distribution 
| wholesalers in all states. 


additional | and its Invincible potato planter. 


go} 
ag 


salers but is now seeking to ex- 


WILLIAM E. SMITH HEADS 
SOUTHINGTON HDWE. CO. 


William E. Smith was elected 
president and reelected treasurer 
of the Southington Hardware 
Co., Southingten, Conn. He suc- 
ceeds the late James H. Pratt. 
Oscar G. Knapp was elected sec- 
retary, a post formerly held by 
Mr. Smith in addition to his 
treasurership. Officers reelected 
were: Winifield P. E. Viering, 
vice-president; Earl B. Atwater. 
assistant secretary, and Perry J. 
DeMund, assistant treasurer. 

Mr. Smith has been connected 
with the company for 22 years. 
most of that time as secretary 
and treasurer. Upon the death 
of Mr. Pratt on June 18 he had 
been appointed general manager. 
Mr. Knapp is secretary and trea- 
surer of the Clark Brothers Bolt 
Co., Milldale, Conn., and vice- 
president of the Southington 
Building and Loan Association. 
He has been associated with the 
Ciark company for 34 years. 

Mr. Knapp was also elected a 
director of the Southington Hard- 


ware Co. Other directors in- 
clude Mr. Smith, Mr. Viering. 
Bradley H. Barnes, Dewey S. 


Smith and 


Blakeslee, Charles E. 
Edwin S. Todd. 
PERKINS OF CALIF. HDWE. 
GOES ABROAD 

Jack Perkins, manager of the 
tool department of the Califor- 
nia Hardware Co., Los Angeles, 
Cal., is taking a four months’ 
trip around the world. Accom- 
panied by Mrs. Perkins and 
their two children, he will visit 
Honolulu, Shanghai, and Pei- 
ping, where the trans-Siberian 


| railroad will be taken with the 


first stop at Moscow. From there, 
they will go to Berlin, France. 
northern Europe, Scotland, and 
England and return via New 
York. 


MASBACK HARDWARE 
HOLDS ANNUAL SUMMER 
OUTING 
The annual summer outing of 
the Masback Hardware Co., 326- 
330 Hudson St., New York City, 


was held at Briarcliff Lodge. 
Briarcliff Manor, N. Y., on July 
114. Entertainment features of 


the day included golf and ten- 
nis, an elimination — baseball 
tournament, foot races, and swim 
ming. A fine luncheon and din- 
ner was also served. 


UTENSIL CO. CHANGES 
TEA KETTLE TRADE NAME 


The Aluminum Cooking Uten- 


sil Co., New Kensington, Pa., 
| has changed the name of its 


electric range tea_kettle from the 
“Speedster” to the “Wear-Ever™ 
Hustler. 
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JOHN M. WILLIAMS 


John M. Williams, 63, secre- 
tary and sales manager of Fay- 
ette R. Plumb, Inc., Philadel- 
phia, Pa., passed away July 15, 
of pneumonia at his home in 
Philadelphia. Mr. Williams had 
been associated with Plumb for 
almost 50 years and during that 





JOHN M. WILLIAMS 


time rose from order clerk, ship- 
ping room foreman and salesman 
to secretary and sales manager, 


a position he had held since 
1911. 

Mr. Williams was for many 
years president of the Frank- 


ford Security Building and Loan 
Association; a member of the 
board of governors of the Torres- 
dale-Frankford Country Club. 
and a prominent church mem- 
ber. He leaves his widow and 
a son, John M. Williams, Jr. 


HUGO E. VOLCKMANN 


Hugo E. Volckmann, 66, sec- 
retary of the Village Blacksmith 
Folks, Watertown, Wis., died 
June 25, after an illness of two 
weeks. Mr. Volckmann spent the 
early part of his life in Water- 
town and then went to Milwau- 
kee, returning 33 years ago 
Village Blacksmith 


known as the 


when the 
folks, 
Washington 
transferred 


earlier 
Cutlery Co. was 
to Watertown. He 
was associated with that firm 
almost from the start. Mr. Volck- 
man was also president of the 
Bank of 


Farmers and Citizens 


Watertown. 


JOHN H. NICHOLSON 


John H. Nicholson, former 
vice-president of the National 
Tube Co., Pittsburgh, Pa., and 
an authority on steel processing 
development, died recently at his 
home in Pittsburgh, Pa., at the 
age of 70. He organized the 
Standard Seamless Tube Co., of 
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plant at Ellwood City. When 
that concern was absorbed by 
the National Tube Co. he was 
made vice-president and _ held 
that post until his retirement in 
1930. Mr. Nicholson was noted 
as a pioneer in the development 
of seamless tubing. 
JOHN H. SHAW 

John H. Shaw, 80, of Sargent 
& Co., New Haven, Conn., a 
noted inventor of locking de- 
vices, passed away July 29 at 
his home at Daytona Beach, Fla., 
after an illness of several months. 

Born in Nantucket, Mass., Mr. 
Shaw came to New Haven and 
entered the employ of Sargent 
& Co., in 1873 as an apprentice. 
In 1884 he was placed in charge 
of the pattern room, as foreman, 
greatly enlarging that depart- 
ment to provide for the making 





JOHN H. SHAW 


of lock patterns, the company 
having begun the manufacture 


of locks that year. Four years 
later, he was appointed assist- 
ant superintendent, and in. 1893 
was made general superinten- 
dent. During recent years Mr. 
Shaw continued in the service 
of the company as assistant to 
the president, P. E. Barth. The 


company fitted out a laboratory | 


for him at Daytona Beach, where 
he continued working out prob- 
lems in lock making. 

Mr. Shaw was also keenly in- 


OBITUARY 


which he was president, with a; dent and 








treasurer of Green, 


| Tweed & Co., New York City. 








terested in civic government. He | 


was a member of the board of 
Councilmen of New 


Haven in| 


1892 and 1893 and from 1909 to | 
1927 was a member of the board 


He was 
also one of the organizers of 
the American Bank & Trust Co. 


HENRY S. DEMAREST 
Henry S. Demarest, 70, manu- 
facturer of mill supplies, died at 
his home July 13 after a long 
Mr. Demarest was presi- 


of park commissioners. 


illness. 


| 








He was also a director of the 
Union Ferry Co. of New York 
and Brooklyn and vice-president 
of the Polish Chamber of Com- 
merce. 


LEON N. SOUTHMAYD 


Leon N. Southmayd, 53, ex- | 


ecutive director of the Cycle 
Trades of America, New York 
City, died recently of a brain 





L. N. SOUTHMAYD 


tumor. Mr. Southmayd has been 
connected for many years with 
the Fisk Rubber Co., Springfield, 
Mass., and about 15 years ago 
became associated with the bi- 
cycle industry. Mr. Southmayd 
had made his home in Yonkers, 
N. Y. 

CHARLES L. SCHLATER 

Charles L. Schlater, 78, well 
known hardware salesman died 


June 20 at his home in Phil- 
adelphia, of a heart attack. He 


gab Ty ~ 


oe 








Cc. L. SCHLATER 


had been active in business for 
62 years, and had been a sales- 
man for the Woven Wire Fab- 
rics Division of John A. Roeb- 
ling’s Sons Co. since 1909. Even 
after his retirement, Mr. Schlater 








continued to call on the hard- 
ware trade selling specialties. 
Mr. Schlater was also a member 
of the Harpware Ace Fifty-Year 
Club. He leaves his widow, a 
son, and a daughter. 


HARKNESS KOUNTZE 


Harkness Kountze, 36, presi- 
dent of the Mid-West Dexter 
Corp., Omaha, Neb., passed away 
suddenly July 13. Mr. Kountze 
was the only son of the late 
Luther Kountze, formerly presi- 
dent of the Lee-Kountze Hard- 
ware Co. Mr. Kountze had been 
secretary of the hardware com- 
pany, before it discontinued its 





HARKNESS KOUNTZE 


business several years ago. Im- 
mediately after, he formed the 
Mid-West Dexter Corp. to dis 
tribute the Dexter washing ma 
chine, Columbia rope, and vari 
ous lines of coal and oil stoves, 
ranges and circulating heaters in 
the Omaha territory. His widow, 
and two children survive. 


W. J. MARSHALL 


W. J. Marshall for 25 years 
representative for the Schwa- 
bacher Hardware Co., wholesale, 
Seattle, Wash., passed away re- 
cently after a 10-day illness. He 
leaves his widow and a brother 


HARRY MILLER 

Harry Miller, 66, 
with Cavert & Lipscomb, Nash 
ville, Tenn., passed away July 
22 at his home in Memphis. Mr. 
Miller had long been a promi- 
nent figure in the southern hard- 


associated 


ware wholesale trade, having 
been president of the Barnes- 
Miller Hdwe. Co. of Memphis, 


and later as a factory representa- 
tive associated with Cavert & 
Lipscomb, for 20 years. His 
widow and a daughter, Mrs. W. 
W. Hargrave. survive. 
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New and Improved Merchandise—Display Helps—Sales Literature— 
Window Trims — New Packages— New 


Cabinet Hardware Display 





This novel display is a model of the 
front section of a cabinet and shows 
Stanley chromium and black cabinet 
hardware as it is used in kitchens of 
medern design. Indivicual items at- 
tached to the model are the No. 15214 
hinges, No. 1291 catch, and No. 4491 
pull. They can be sold as a complete 
set or as separate items. Model is 
made of wood, finished in green lac- 
quer and is furnished free of charge 
with order for the cabinet hardware 
items. The Stanley Works, New Brit- 
ain, Conn. 


Visible Tack Package 





An attractive and colorful new pack- 
age with a Cellophane window has been 
designed for Holland tacks. This new 
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packaging feature makes it possible 
for the customer to see at a glance 
the size tack contained in the pack- 
age. The container is printed in dark 
blue and yellow. The Holland Mfg. Co., 
Central Ave. and Bank St., Baltimore, 
Md. 


*“*Fuelmizer”’ 





For use on coal, oil, and gas burners. 
Maker states it will save on fuel costs: 
prevent creosote—known as leaky stove- 
pipe and chimney—when properly in- 
stalled, and make it possible to obtain 
a more even heat. Because of a patent- 
ed closed inner sleeve and outer hood, 
the Fuelmizer is believed to be the only 
device which will prevent formation of 
creosote in heating units. To obtain 
best results from the Fuelmizer it must 
have reasonably good operating condi- 
tions as regards the stove, pipe, and 
the chimney. It will not clean the 
chimney if already clogged with soot; 
will not adjust oil burner if it has not 
been properly installed, etc. Made in 
two types: one for oil burners, the 
other for any kind of coal or gas heater 
or stove. Comes in standard pipe sizes 
of 4 in. to 10 in. diameter. Special 
sizes made to order. Retails at $5.00, 
including section of pipe. The Kelbro 
Co., Burlington, Vt. 


Colors —Catalogs 


Crystolon Rubbing Brick 


oi 





A new and novel handle has been 
designed for the Crystolon Rubbing 
Brick No. MBF-68, and is affixed per- 
manently at an angle which is said to 
permit concentrated pressure with the 
least expenditure of energy. The brick 
itself is of the “fluted” type with the 
diagonal slots giving a fast-cutting, 
sheering action and providing clearance 
to carry away waste material. Brick 
is used for removing form marks, 
smoothing concrete construction pre- 
paratory to water-proofing or painting 
and for smoothing or cleaning plane 
surfaces of brick or stone. Behr-Man- 
ning Corp. Troy, New York. 





Gem’s Extra Profit Offer 


G 





ie 
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A free $1.25 Ingersoll watch is being 
offered with every 20-package card of 
Gem Singledge Blades, five blades to 
package, thus giving a 6c extra profit 
on each package. A full allotment 
order of five cards -available from 
wholesalers. American Safety Razor 
Corp., 393 Jay St., Brooklyn, New York 
City. 
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Improved Cycelock 


fr ‘ 2 | 
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The new and improved Cycelock has 
the Yale lock set at an angle in the 
steel drop-forged front fork crown so 
that it is easier to use. Maker states, 
when locked, the front wheel is at a 
slight angle so that the bicycle parks 
easily in a rack or otherwise, but can- 
not be ridden or wheeled away. 4r- 
nold, Schwinn & Co., Chicago, 11. 


Cabinet Hardware Display 


CORBIN 


CABINET HARDWARE 





No. 3250 Assortment consists of the 
best selling numbers selected from the 
Corbin line and also some new items. 
These are mounted on the attractive 
colored display panel illustrated. Cor- 
bin Cabinet Lock Co. New Britain, 
Conn. 


Insect Light Trap 
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This Ivanhoe Light Trap is designed 


to catch coddling moths, and all noc- 


turnal moths and flying insects attract- 
ed to the light. Equipment consists of 
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glass globe made of Genco diffusing 
glass, having its side pierced by three 
slots, with all curved surfaces turned 
in. When insect is attracted to the 
light, super-heated air exterminates 
them. Developed for use on porches, in 
kitchens, camps, gardens, orchards, ho- 
tels. etc., with a 100 or 150 watt Mazda 
lamp. Available with ceiling holder for 
permanent installation and also with 
portable attachment fitter for attaching 
to ordinary light socket. The Miller Co., 
Meriden, Conn. 


Knife Sharpener Assortment 








| qc hVERY HOME NEEDS GRE ENIFE: THARRENEED 4 


{ new and colorful display card 
has been created for the No. 15 Ever- 
sharp knife sharpener, displaying 12 
of this item, mounted in slots with- 
out strings. The sharpeners have 10 
dises of hardened steel mounted in a 
rigid steel case, heavily nickel plated 
and polished. Flared pedestal gives firm 
hase. Beveled wood handles are enam- 
eled in red, blue, green, and yellow. 
Suggested retail price, 25c each. The E. 
W. Carpenter Mfg. Co., Bridgeport, 


Conn. 


Chrome Hardware Display 


rhe addition of a new assortment of 
ultra-modern chrome hardware to the 
Champion line “has been announced. 
This new modernistic line in door and 
drawer pulls, knobs and sash lifts has 
been skillfully designed and combined 
with bright-colored plastics contrasting 











Golf Tee Clip 





This black enameled, spring steel 
clip holds six tees and a pencil and is 
designed to attach to belt, pocket edge. 
etc. Comes loaded with six hard- 
wood tees and a pencil to retail at 25c. 
One dozen are mounted on a colorful 
counter card. H. C. Cook Co., Ansonia, 
Conn. 


Portable Electric Heater 





It is of the circulating type with no 
moving parts. Cool air is drawn in 
from the floor, is heated as it passes 
over the electric current and sets up a 
continuous circulation of air currents, 
thereby warming the entire room. Heat 
obtained instantaneously when heater is 
connected with any wall outlet suitable 
for appliances. Width is 14 in., height. 
15 in., and depth 5% in. Net weight, 
614 lbs. Finished in porcelain enamel 
in walnut, walnut grain, ivory or white. 
Armstrong Products Corp., Huntington, 


W. Va. 





with the satiny chromium. The line is 
mounted on a colorful and attractive 
display card. Pulls and lifts come com- 
plete with screws and washers packed 
one dozen to the box. The Champion 


Hardware Co., Geneva, Ohio. 
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if you look for this label, Son” 


This attractive label marks a quality product—bolts and nuts manu- 
factured by Bethlehem Steel Company. Bolts and nuts of high-grade 
steel, strong, threaded accurately, that fit together smoothly. 

And the label itself is easy to remember. It is distinctive. It will 
bring customers back to the store that handles Bethlehem products. 





BETHLEHEM STEEL COMPANY, General Offices: Bethlehem, Pa. District Offices: Albany, Atlanta, Baltimore, Boston, Bridge- 

port, Buffalo, Chicago, Cincinnati, Cleveland, Columbus, Dallas, Detroit, Hartford, Honolulu, Houston, Indianapolis, Johnstown, Pa., 

Kansas City, Mo., Los Angeles, Milwaukee, Nashville, New York, Philadelphia, Pittsburgh, Portland, Ore., St. Louis, St. Paul, Salt 

Lake City, San Antonio, San Francisco, Savannah, Seattle, Syracuse, Toledo, Tulsa, Washington, Wilkes-Barre, York. Export 
Distributor; Bethlehem Steel Export Corporation, New York. 


AUGUST 12, 1937 





Paint Brush Holder 





This paint can handle and brush 
holder combined is made of spring steel 
and snaps on the can and eliminates 
the hazard of grasping a can on which 
paint may have run down the side. 
It also solves problem of where to rest 
a brush as it snaps in a clamp and 
remains suspended over the paint in 
the can. Also new is a wire which 
snaps on the can mouth and provides 
a wiping bar to remove excess paint 
from the brush. This wiping bar is sup- 
plied with the can handle and the sug- 
gested retail selling price of the set is 
10c. A new item, intended primarily 
for professional painters, is a brush 
holder which also serves as a brush 
storage mechanism when clamped on 
large can sizes. Handl-Grip Corp., 19 
Park Place, New York City. 


Galvanizing Booklet 


Copies of the booklet, “The Truth 
About Galvanizing,” are now available 
free of charge. This booklet ir addi- 
tion to discussing the various phases 
of galvanizing outlines the history of 
zinc and the advances made in its pro- 
duction. Wilcox Crittenden & Co., Inc., 
Middletown, Conn. 


Child’s Bed — 





No. 18—made of hardwood with steel 
springs. Inside measurement is 23 in. 
wide by 48 in. long. Height overall, 
40 in. Springs are 20 in. above floor. 
Bed is easily set up with carriage bolts 


66 


and wing nuts. Finished in walnut stain, 
ivory, white, blue, green, red, and 
orange. Furnished with castors at small 
additional charge. Tucker Duck & Rub- 
ber Co., Ft. Smith, Ark. 


Nesco Kitchen Containers 





“Kitchen Gay” line of lithographed 
containers are available in white and 
red trim, white with black trim and 
white with green trim. Decoration is at- 
tractive with its wide bands of color 
topped by a “still life” grouping in sil- 
houette. National Enameling and Stamp- 
ing Co., Milwaukee, Wis. 


“Pony” Clamp Fixture 


No. 52 has been reduced in size for 
use on % in. pipe. Maker states ad- 
vantages are: considerable reduction in 
weight of the fixture as well as in the 
pipe on which they are used, making 
for ease in handling and for reduction 
in the load placed on fine cabinets and 
furniture, which may require use of 
several clamps at one time; ball and 
socket swivel on screw is self-aligning 
on the work, which may not have par- 
allel surfaces. No tools are required to 
assemble these fixtures. Castings made 
of malleable iron, enameled orange. 
Screw is % in. diameter, of cold-drawn 
steel, easily reversed or renewed when 
worn. Clamping faces, 14% in. square on 
tail piece; one inch round on screw 
end. Hand wheel 2% in. diameter. Ad- 
justable Clamp Co., 417 N. Ashland 
Ave., Chicago, Il. 


“Flexy” Racer 





Makes coasting a year "round sport. 
It is streamlined—rounded in front 
and tapered and sloping toward the 
rear. Has two-wheel brakes, operated 
by twisting the rubber grips; patented 
spring steering device that snaps back 
to straight position when pressure is 
released; double ball bearings in each 
double-disc wheel; tempered rubber 
tires clinched on each wheel. S. L. Al- 
len & Co., Inc., 5th St. and Glenwood 


Ave., Philadelphia, Pa. 


Twin Waffle Iron 





Bakes two plate-size waffles at the 
same time. It is smartly-styled and in 
the fall will be advertised through na- 
tional magazines. Knapp-Monarch Co., 
St. Louis, Mo. 


“Sunvent” Metal Awning 


Functions as a venetian blind, shutter, 
and ventilator. Held together by an 
interlocking feature, the awning sec- 
tions are rendered noiseless without 
clattering or metallic flapping. By a 





device located inside the window, the 
awning sections may be regulated to 
any desired vent without opening win- 





dow or screen. Sunvent awnings may 
be ordered in aluminum, bronze or 
sPainless steel; finished in various color 
schemes obtainable from the makers 
standard colors: green, blue, tan, or- 
ange, and terra cotta. Use of metal 
eliminates a fire hazard and prevents 
rotting, fraying or tearing, and cor- 
rosion from year-round weather condi- 
tions. The Sunvent Metal Awning Co., 
3712-18 Bronx Boulevard, New York 
City. 
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* THAT STAY SOLD 


VERY dealer who sells bolts and nuts has found that 
3 untidiness of cartons on his shelves makes selling more 
difficult and inventory a greater task than it should be. 
For this reason bolts and nuts have, in many instances, 
been kept beneath a counter—hard to find, hard to handle, 
hard to sell. Now that condition is no longer necessary, 
for the new legibly labeled LAMSON prize-winning carton 
which won the Silver Trophy in the All-America Package 
Competition for its merchandising qualities is also the 
strongest carton ever used for packaging bolts and nuts. 


Three times stronger than any carton used before! It will 


LAMSON & 





not bulge or break—and withstands repeated handling 
on and off your shelves. A 234 lb. man stood on an 
empty LAMSON carton, taken out of stock, without dam- 
age to the carton. Trade-marked with an all-over pattern 
that not only distinguishes the line and gives it identity, 
it also remains apparently unsoiled! With a product 
unsurpassed by any others, LAMSON now has a pack- 
age on a par with the product. Order through your job- 
ber when you fill in your stocks. THE LAMSON & SESSIONS 
COMPANY, General Offices, Cleveland, Ohio. Plants at 
Cleveland and Kent, Ohio; Chicago and Birmingham. 


SESSIONS 











Federal Trade Commission Decides 
Four Robinson-Patman Test Cases 


HE Federal Trade Commis- 
sion has issued rulings on 
four Robinson-Patman Test 
Cases. These rulings, dated July 
17, 1937, come thirteen months 
after the law became effective on 
June 19, 1936. Cease and desist 
orders are issued in the Biddle 
Purchasing Co., and the Holly- 
wood Hat Co., cases and complete 
dismissals given in the Bird-Ward 
and Kraft Cheese cases. Biddle 
has announced its intention to ap- 
peal against this decision and will 
proceed accordingly. Although 
the specific alleged violations by 
Biddle involved in this test case 
deal with the firm’s operations in 
the grocery field the principles of 
operations and any final decision 
by the Supreme Court will hold 
equally true in their hardware 
trade operations and will also 
govern the similar procedure by 
other firms operating on a like 
basis. 

It is rather generally believed 
that the Commission’s action in 
the Biddle cases may be premised 
on a desire to have the Supreme 
Court pass on constitutional ques- 
tions involved and on the consti- 
tutionality of the Robinson-Pat- 
man Law itself. The Biddle case 
hinges on the brokerage clause in 
the law as does the pending Oliver 
Bros. case which is a hardware 
trade test case. 

A summary of these four rul- 
ings provided by our Washington 
offices reads as follows:— 

“Recent Federal Trade Commis- 
sion decisions in four Robinson- 
Patman Act cases are viewed by 
students of this new law as leaving 
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Biddle Purchasing Co. and Hollywood Hat Co. re- 
ceive cease and desist orders. Bird-Ward and Kraft 
Cheese cases completely dismissed. Biddle will 
appeal. Opinion widely expressed that Commissions’ 
Biddle decision was prompted by desire to have 
Supreme Court decide Constitutionality. Involved 


firms issue statements. 


unsettled policies which might 
have been established and will 
have to be fixed sooner or later. 
In dismissing the price discrimi- 
nation case against Bird & Son, 
Inc., and the Bird Floor Covering 
Sales Co., and Montgomery Ward 
& Co., Inc., the FTC found jus- 
tified the difference in cost of 
selling to Montgomery Ward and 
to smaller buyers. But the FTC 
did not say on what basis it allo- 
cated costs. Hence it is not known 
what the FTC regards as the nec- 
essary and proper element of sell- 
ing costs. It is considered neces- 
sary that the FTC will have to 
determine the methods of appor- 
tioning selling costs if the act is 
to be administered satisfactorily 
because the act itself does not 
establish any such method. The 
impression is given that the FTC 
did not go into this case as deeply 
as it might have done because the 
Bird Floor Sales Corp. discon- 
tinued its price policy applied to 
Montgomery Ward & Co. four 
months after the law was passed. 

“In the Kraft Cheese case, also 
dismissed, the FTC carefully ar- 
gued that price preference which 
was given to volume buyers was 
not sufficiently large to have any 
effect upon competition. Because 
of this there was no violation. 
With this finding, of course, dis- 
missal followed. But the interest- 
ing point centers around Sec. 2 


(b) of the act which provides 
that where a discrimination is 
shown the burden of proof shall 
rest upon the respondent to jus- 
tify. However, the FTC did not 
make clear whether the Kraft- 
Phenix Corp. was called upon to 
do this or not. Placing the burden 
of proof on the respondent is 
something new in American law, 
based as it is on the English 
common law principle that the 
accused is innocent unless proven 
guilty. So it would have been 
especially informing if the FTC 
had given enlightenment on this 
point. The Commission’s memo 
seems to show that the Commis- 
sion itself assumed the burden of 
proof and argued that it could 
not be sustained. From the point 
of view of Sec. 2 (b) this seems 
like putting the cart before the 
horse. The question arises as to 
whether this was because the FTC 
had a weak case which did not 
wash out so that it might make 
its primary test of the law on a 
strong set of facts. The test will 
have to be made ultimately. The 
Commission held that it had juris- 


“diction over the pricing policies 


of the company and many legal 
students have agreed with this 
contention. They point out that 
the act provides for only that con- 
trol over intrastate commerce as 
is necessary to make the regula- 
tion of interstate commerce effec- 
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tive. The same principle, it is 
explained, was applied in the In- 
terstate Commerce Commission 
Act and has been sustained by the 
Supreme Court. 

“In the case against the Bid- 
dle Purchasing Co., a cease and 
desist order was issued. The com- 
pany is an agent for buyers, not 
sellers, and took commissions 
which it was charged reached the 
buyers and in effect were actually 
paid by the seller to the buyer. 
This, the FTC said, resulted in 
giving the buyer a discount in 
price. In order to be a legitimate 
broker, it was contended, the party 
rendering service and_ getting 
commissions must render a ser- 
vice in connection with the sale 
of goods to the party for whom 
he acts. Test of the case is as- 
sured inasmuch as the Biddle 
Company has announced it in- 
tends to file an immediate appeal 
from the FTC’s order. The case 
likely will reach the Supreme 
Court, but first it will go to the 
United Circuit Court of Appeals. 

“The Biddle Company main- 
tains that the Court’s decision 
can have no retroactive effect on 
the company’s business, and has 
made the following statement, 
dated July 20, 1937, to Harp. 
WARE AGE:— ; 

“*On January 14 the Federal 
Trade Commission, in an effort 
to clarify the brokerage provision 
of the Robinson-Patman Act, 
issued a complaint against us. 
Hearings on this complaint were 
held in New York, Chicago and 
Washington, D. C., at which time 
evidence was presented by manu- 
facturers, packers and indepen- 
dent wholesalers from all sections 
of the country which clarified our 
position. However, the hearings 
could not clarify the legal phases 
of Section 2 (c) which is the bro- 
kerage provision contained in the 
law. 

“*Attorneys for the Commis- 
sion, in presenting arguments on 
the case, acknowledged the bene- 
ficial effect of our operations, but 
laid emphasis upon the fact that 
the law is so ambiguous that law- 
yers cannot agree upon a correct 
interpretation. In view of this, it 
is not at all surprising that the 
Commission decided to take the 
only possible action which would 
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carry the test case before the 
Courts for their adjudication. 

““On Saturday, July 17, a for- 
mal order was therefore issued 
by the Commission, upholding the 
original complaint. An appeal 
will be immediately taken to set 
aside the order. This holds the 
matter in status quo until the 
Court has either affirmed the or- 
der or set it aside. If, as we ex- 
pect, the order is set aside by 
the U. S. Circuit Court of Ap- 
peals, subject only to a possible 
review by the U. S. Supreme 
Court, the present order of the 
Federal Trade Commission will 
be nullified. Should a decree af- 
firming the order be entered, it 
will not be retroactive; its oper- 
ation will be effective only sub- 
sequent to the entry of said decree 
and possible final adjudication by 
the U. S. Supreme Court.’ 

“In the Hollywood Hat Co. 
case, a cease and desist order was 
issued on the ground that, unlike 
the Bird-Ward case, the discounts 
allowed the largest customer were 
not justified by the difference in 
cost of manufacture, sale or de- 





livery. The difference in price, it 
was contended, might have the 
effect of injuring or destroying 
competitors who were denied the 
benefit of the discriminatory price. 

“Though leaving some funda- 
mental policies undetermined, the 
decisions do have clarifying ef- 
fects—at least until Court tests 
are made. Interestingly enough 
the first case which probably will 
get into the Courts, that of the 
Biddle Company, was decided ad- 
versely to the interests in whose 
behalf the act was passed. It 
strikes at the small retailer who 
benefited from volume buying, co- 
operatives, and voluntary chain 
groups, a fact that the FTC no 
doubt recognized, yet required un- 
der interpretation of the law as 
it saw it. 

“The Bird-Ward dismissal or- 
der definitely upheld the princi- 
ple of price discrimination based 
on the difference in cost of selling 
to a large and a small buyer even 
if the exact method of allocating 
costs was not made known. In 
any event the economics reflected 
in cheaper production of large 





FTC Findings Not Conclusive 
Or Final Says Attorney 


T the request of HARDWARE AGE, 
George B. Levy, New York 
City attorney, has commented on the 
Federal Trade Commission rulings 
outlined on these pages. Mr. Levy 
is the son and law associate of Felix 
H. Levy, Esq., now vacationing in 
Europe. Mr. Levy says: 

“The findings of the Federal 
Trade Commission do not constitute 
a final and conclusive interpretation 
of the controversial sections of the 
Robinson-Patman Act. The respon- 
dents have, as of right, 90 days from 
the date of the issuance of the order 
by the Commission in which to file 
an appeal to the Circuit Court of 
Appeals. Upon the filing of such 
an appeal, all proceedings on the 
part of the Commission are auto- 
matically stayed until the appeal has 
been finally determined by the court. 
In the usual procedure, such final 
determination will require a period 
of at least nine months to a year. 
Even if the Circuit Court of Appeals 
should affirm the findings of the Com- 
mission, the period during which the 


effect of the Order is stayed may be 
further extended by an appeal to 
the Supreme Court of the United 
States. If such an appeal is allowed. 
the proceedings on the part of the 
Commission, pursuant to the Order, 
would be further stayed until the Su- 
preme Court has finally passed upon 
the question. 

“Until the Courts have judicially 
interpreted the questions of law in- 
volved, the business men of this coun- 
try engaged in commercial transac- 
tions which had, until the enactment 
of the Robinson-Patman Act, always 
been regarded as legal and proper, 
ought not to act hastily to effect a 
change in ordinary business prac- 
tices, particularly where there exist 
valid doubts as to the meaning and 
interpretation of the Act. Business 
men incur no possible risk in defer- 
ring a change of their ordinary and 
usual business practices until such 
time as the courts have judicially 
construed and interpreted the doubt- 
ful provisions of the Robinson-Pat- 
man Act.” 
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quantities than in small quantities 
were not pushed aside and the 
smaller buyer is just where he 
was within an undetermined dif- 
ferential area which may become 
more definitely fixed by subse- 
quent tests of the law. In the 
Hollywood Hat case the cease and 
desist order found the price differ- 
ential, averaging approximately 
15 per cent, was partially due to 
the lowering of the quality of the 
product, so that no clear-cut 
policy on price discrimination re- 
sulted. It is understood this de- 
cision will not be appealed. 

“The decisions affirm the right 
of a seller to select his own cus- 
tomers so long as he does not 
unduly discriminate between them; 
justify quantity discounts which 
have only a remote effect on the 
income of competing buyers; ap- 
prove as reasonable competition 
discounts which develop orders 
sufficient in volume to provide 
regular delivery system and legal- 
ize such quantity discounts when 
like discounts are maintained in 
the industry and selling prices 
generally are greater than those 
of competitors.” 

Coincident with the dismissal 
of the Bird-Ward Case, which was 
of especial interest to the hard- 
ware trade due to the inclusion of 
one of the two leading mail order 
houses in this case, comes a state- 
ment from Philip R. Allen. He 
is chairman of the board of Bird 
& Son, East Walpole, Mass., and 
formerly president of the com- 
pany. On July 20, 1937, he issued 
for the information of our readers 
the following statement :— 

“Yes—Bird & Son, Inc., has 
been completely exonerated by 
the Federal Trade Commission on 
its complaint charging unlawful 
price discrimination under the 
Robinson-Patman Act. But with 
what ignominy and cost—not the 
expenses for travel to hearings at 
Washington, Boston, Chicago, 
Houston and Dallas—not the ex- 
penses for legal services and ac- 
countants, although all _ these 
items total an enormous figure. 
The cost that cannot be figured 
is the time of our principal exec- 
utives, President, Vice-President, 
Treasurer and Auditor, spent on 
the case. Then comes the biggest 
item—the disturbance of mind in 
our whole organization—in the 
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minds of all of our distributors 
and customers. Since September 
30, 1936, we have suffered from 
the mere fact that it was broadcast 
over the country that Bird & Son, 
Inc., was charged by the Govern- 
ment with committing an illegal 


act. This headline told of the 
charge by the Government against 
Bird & Son last September—on 
Monday last a dispatch from 
Washington carried the statement 
in small type that the Commission 
approved of a ‘discount allowed 
by Bird & Son’ and that the com- 
plaint had been dismissed. Too 
many people prejudge and as- 
sume guilt—too few who have 
done so even notice or see the 
ultimate vindication. 

“However, the Federal Trade 
Commission is not to blame for 
this seeming unfairness. Our coun- 
sel, Warner, Stackpole & Bradlee 
of Boston, tell me that the Com- 
mission has handled the case with 
propriety and eminent fairness, 
under the law. The Robinson- 
Patman Law is to blame. 

“I believe that the authors of 
the Robinson-Patman Act in- 
tended the law as a protection for 
honestly conducted businesses 
against the unfair practices of dis- 
honestly conducted enterprises but 
the actual operation of the law 
seems to have exactly opposite re- 
sults from the intention of those 
who devised it. 

“Tt does not protect any honest- 
ly conducted business from false 
accusation. 

“It does not protect an honest 
but financially weak business from 





a ruinously expensive investiga- 
tion with possible bankruptcy. 

“Either through the malice, vin- 
dictiveness or ignorance of an un- 
scrupulous competitor, an accusa- 
tion may be made against an 
honestly conducted business. It is 
true that the Robinson-Patman Act 
provides the safeguard of certain 
preliminary investigation by the 
Commission, but the Commission 
has no power under the Act to 
make rulings or to take authori- 
tative action except after formal 
complaint by the Commission. 

“What honest business men re- 
quire and should demand is au- 
thoritative assurance as to their 
rights, without being subjected to 
formal complaint. Business men 
the country over must rise up and 
insist that some way be found to 
perfect the law so as to allow the 
Commission to make rulings— 
approve price differentials—ad- 
just doubtful matters without 
subjecting business men to the 
ignominy and expense of formal 
complaint. 

“The efficacy of the law would 
not be impaired but in my opinion 
would be greatly increased. 

“It is high time for business 
men who have always desired to 
obey the law and cooperate with 
Government authority to stand up 
in-their boots, face facts and speak 
up. There has been of late en- 
tirely too much mealy-mouthed 
grousing and complaisant cour- 
tesy of silence. 

“The Robinson-Patman Act as 
the law now stands is a potential 
menace to every honest business 
in this country, big and little.” 





Bendix Home Laundry 








Maker states simplicity of design and 
ease of operation are two important 
features of the Bendix Home Laundry. 
Soiled clothes are placed in the machine 
through the glass covered port in the 
front. One control selects the proper 
water temperature for soaking, washing, 
and rinsing, in accordance with the type 
of fabric to be washed. The other op- 
erates the time of soaking and washing. 
Soap and bluing are added through a 
small opening in the top of the cabinet. 
The machine then goes through an en- 
tire washing, rinsing, and damp drying 
cycle automatically. There are no ex- 
posed parts. Cabinet is designed to pro- 
vide an auxiliary table top, matching 
height of average kitchen workboards. 
Bendix Home Appliances, Inc., 528 
Fisher Bldg., Detroit, Mich. 
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[_] TENSO HALTER & DOG CHAINS 
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Dr. Seuss 





“How come? $7.65 fora box of Tacks!” 


Ee TEAR OUT THIS AD AND PUT IT IN YOUR WANT BOOK™ == mee meme oes es oe 


“Well, Son, he said he was fixin’ his stair 


carpet, so naturally I showed him those 


DISPLAY DOG CHAINS 


American Kennel registrations and dog food 
sales’ figures show that the Canine population 
is increasing. Cash in on this growing market. 


new stair pads . . . and he bought an even 
dozen. Not a bad lead, that box of 
CROSS TACKS.” 
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AMERICAN CHAIN DIVISION 


AMERICAN CHAIN & CABLE COMPANY, Inc. 
BRIDGEPORT, CONNECTICUT 




















“WHAT PRICE GLORY?” 


[This article was written just a few days after the dis- 
appearance of Amelia Earhart and her navigator] 


NE of the most fascinating 
QO occupations I can think of 

is that of reporting for a 
great newspaper. A reporter is 
constantly seeking news, and news 
is something new, something un- 
usual, something startling, some- 
thing that perhaps never happened 
before. Has it ever occurred to 
you how drab our lives would be 
if it were not for the newspaper 
reporters and our daily papers? 
The American people are the 
greatest newspaper readers in the 
world. 


When we lived in_ thrilling 
times, such as during the great 
World War, our whole lives took 
on a certain glamour. When the 
war was over, when peace was 
declared, there is no question but 
that there was a certain mental 
letdown, or reaction all over the 
world. 


After a series of great events 
that had given full scope to the 
talents of the newspaper report- 
ers and the editorial writers, I 
have often wondered what would 
happen next. Maybe the news- 
papers would run out of news. 
Maybe we would all have to settle 
down and live in a world of com- 
monplace stuff. But somehow, 
something startling always hap- 
pens. One thrilling event suc- 
ceeds another. It may be a kid- 
napping, a divorce scandal in 
Hollywood, or perhaps a murder, 
not a single murder but a triple 
one. Naturally, when we become 
accustomed to such thrills, such 
a thing as an ordinary stick-up 
or burglary is hardly news. The 
porch climber has lost his position 
in the limelight. 

As I write these lines, Amelia 
Earhart and Captain Noonan, her 
navigator, are lost in the South 
Seas. There are various com- 
ments about Miss Earhart. Many, 
probably the majority, admire her 
nerve and courage. On the other 
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hand, others feel that this round- 
the-world trip of hers was fool- 
hardy, that the risks involved were 
not worth the possible gains in 
scientific or other knowledge. 

Now if I happened to be a 
newspaper reporter, and I am 
sorry I am not, I would attempt 
to write a worthwhile essay in de- 
fense of Miss Earhart based on 
the human desire for glory. The 
love of glory, I might write, has 
been fading. The world has be- 
come too materialistic. Stop and 
think of the days of Napoleon 
when he led his men to great deeds 
of heroism just by the appeal to 
glory. At the time of Napoleon 
the whole world was seeking glory 
and, of course, the outlet for this 
search was in military achieve- 
ment. But in these modern times, 
outside of business and political 
achievement, which as a rule is 
very safe physically, there is little 
seeking just for glory. 


One of my friends remarked: 
“Have you ever noticed that in 
any of the risky things that have 
been done in recent years in the 
search for glory, you seldom find 
college professors taking any 
chances. Somehow, a super col- 
lege education does not lead men 
to risk their lives in search of 
glory.” 

My idea is, if the diminutive 
but courageous, curly - headed 
Amelia has done nothing else, she 
has at least revived the old human 
urge for adventure, danger and 
the glory of accomplishment. 

I have in my office quite a lit- 
tle library. Among my books are 
some large ones with quotations 
from the world’s greatest writers 
on almost every subject. So, 
thinking of glory, I have turned 
to one of my books and I am 
sure you will be interested as I 
was in what some of the greatest 
minds in all the ages have had to 
say about glory: 


“The paths of glory lead but to the 
grave.” 


Gray—Elegy in a Country Churchyard. 


“The glory dies not, and the grief is 
past.” 


Brydges—On the Death of Sir Walter 
Scott. 


“Oh how quickly passes away the 
glory of the earth.” 


Thomas A. Kempis—Imitation of Christ. 


“No flowery road leads to glory.” 
La Fontaine—Fables. 


“The love of glory gives an immense 
stimulus.” 
Ovid—Epistolae Ex Ponto. 


“Unless what we do is useful, our 
glory is vain.” 


Phaedrus—Fables. 


“I am climbing a difficult road, but the 
glory gives me strength.” 


Propertius—Elegiae. 


“Sound, sound the clarion, fill the fife! 
To all the sensual world proclaim 
One crowded hour of glorious life 
Is worth an age without a name.” 


Scott—Old Mortality. 


As I write these lines, from the 
standpoint of pure news, the most 
dramatic thing is happening that 
has ever happened since the days 
of Helen of Troy. Battleships, 
cruisers and airplanes of several 
nations, with probably more than 
ten thousand men aboard, are on 
their way to the South Seas to 
hunt for this little American girl 
and her navigator. One of my 
old friends remarked that she 
hoped and believed that Amelia 
would return, and then she added: 
“How interesting it is to think 
that she left on this world cruise 
with one man and if she returns 
she will be accompanied by thou- 
sands of men.” 

All of us remember the story 
of Helen of Troy, the most beau- 
tiful woman of her time in the 
world. Paris, enamoured of her 
charms, stole her away from her 
husband, Menalaus, and carried 


her off to Troy. Then Menalaus 


HARDWARE AGE 














Cixeliamme terete) ey: 


BRANDS 
MONARCH 


BLUFF CITY 


The ABW Grain Scoops are the sfurdiest 


LIBERTY in the lightweight class. They meet all 
KISK| the requirements of the careful buyer 
rolalo Mol d-Mmuiloy Smmolelololiolol(- Mi iel@ ley 7-11 lilo 

wheat and corn. 
They have a high bend with small 
socket, which gives an unusually satis- 


Zola tole molel(olala-MelaloMilelilem 

Blades are forged from special high 
carbon shovel steel. The ribs add strength 
and rigidity. 

Handles are Northern Ash. Furnished 
with the Split-D or famous ABW Armor-D 
handle. 


ASK YOUR JOBBER 


AMES BALDWIN WYOMING Co. 


PARKERSBURG, W. VA. NORTH EASTON, MASS. 











Here Are Some Good Selling 
Hack Saw Frames — — — 


4 Each frame shown is of sturdy construction and will hold a 
hack saw blade rigid and secure and keep it tensioned prop- 


erly. 





No. 2100 Adjustable—8 to 12 ins. 


jy This is because of a simple and+practical adjustment which 


ADJUSTMENT 








has made 


Union Hardware 
Hack Saw Frames 


so popular with users. This adjustment feature saves time, 
labor and blades. The Union Hardware line includes pat- 
terns for the average householder as well as the most par- 
ticular mechanic. 

The splendid quality of these frames and the fact that they 
can be retailed profitably at popular prices has made them 


a staple line with many dealers. 


a red PWTWririit a 
Jobber HARDWARE COMPANY al 


Will GawSEWVE Gwe 2 
Supply adic ato. cae ase Catalog 
You TORRING TON, CONN. No. 13 





No. 2115 Adjustable—8 to 12 ins. 
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called together all the kings of 
Greece, gathered together a great 
armada of ships and set sail for 
Troy to recover Helen. Some poet 
was led to describe Helen’s beauty 


in these words: “The face that 
launched a thousand ships.” 

Well, let us all hope that 
Amelia will be found, and let us 
further express the hope that if 
she does return home, she will 
stay there. On the other hand, 
how commonplace it would be 
for Amelia to return and stay 
home and pass through all the 
stages of what we call growing 
old gracefully. That would cer- 
tainly be an anti-climax. 

All great literature is based on 
pity. The greatest hero must be 
a martyr to a cause. Almost all 
the great names that have come 
down in history have been mar- 
tyrs, and to the work of their 
lives they have added human pity. 
Victor Hugo wrote: “Voltaire 
smiled, Jesus wept and out of that 
human smile and those Divine 
tears, comes modern civilization.” 
But, after all, while the tears of 
Christ have appealed for centuries 
to the entire civilized world, the 
laughter of Voltaire has left but 
little imprint. How many know 
what Voltaire did, how he lived, 
what he wrote, what he accom- 
plished? Human nature, after all, 
is more affected by tears. Take 
the recent best seller “Gone with 
the Wind.” What is back of al- 
most every page in this book? It 
is pity. The book itself is bathed 
in tears. So is that great book by 
Hugo, “Les Miserables.” 

If Abraham Lincoln had lived 
to an old age, it is a question 
whether his character would have 
appealed as much to the world 
as it has as a result of his martyr- 
dom. Napoleon to reach the high- 
est flight of glory should have 
died at Waterloo. His after-life 
was an anti-climax. He said noth- 
ing and wrote northing that was 
worthwhile. He spent his declin- 
ing years in petty quarrels with 
the British governor of St. Helena. 

No doubt Grant, as the great 
general of the Civil War, would 
have come down in history as a 
greater man if he had died at Ap- 
pomattox. His later years as 
President and in retirement did 
not add to his glory. His auto- 
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biography, published just before 
his death, was one of the nation’s 
best sellers at the time. But who 
reads it today? What did he 
write in this book that stands out 
as worthwhile? Robert E. Lee 
died soon after the war. His mem- 
ory comes down to succeeding 
generations as a glorious tradi- 
tion. There was no drab anti- 
climax to his life. 

President Wilson died as a 
martyr, but unfortunately for him 
his death did not have dramatic 
qualities. If he had died during 
the World War, or if he had been 
assassinated, his standing in the 
minds of the American people 
would have been entirely differ- 
ent. He would have been one of 
our great martyrs. 

David Lloyd George, after his 
services to England in the World 
War, continues to live on. He has 
accomplished nothing since the 
war. He has become England’s 
great objector. He reminds many 
Englishmen of how unfortunate it 
is “to linger superfluous on the 
stage.” 

Thomas Jefferson, after his glori- 
ous career, lived on. He retired 
to Monticello, where he lived in 
poverty. He had given away all 
of his money to the University of 
Virginia. In his old age a collec- 
tion was taken up so that he 
would not have to lose Monticello. 


The study of all history reminds 
us that martyrdom is the crown 
of glory. So, we wait patiently 
for the final news about Amelia 
Earhart. If she jis rescued, she 
will have a thrilling story to tell. 
She will probably be brought 
home in an American battleship 
escorted by numerous other ships. 
She will be in demand for her 
story. On the other hand, if “all 
the rest is silence,” if the still 
small voice ceases to be heard, 
then she will go down in history 
as one of the martyrs to progress. 
The progress of the world has 
always taken its toll of men and 
women. Think of the beloved 
cowboy actor and movie star, Will 
Rogers, who lost his life, at the 
very peak of his career, on an 
airplane flight to the frozen north. 
But his name will go down in 
history! 

Think of those early settlers 





who came to the new world so 
they could be free in their re- 
ligious beliefs. They suffered 
from starvation and massacre. 
Think of that entire colony that 
mysteriously disappeared from 
Roanoke Island, S. C. Not a trace 
of them left behind. Think of the 
development and building up of 
our West, a constant battle against 
savages and the wilderness. This 
was the glory of pioneering. Not- 
withstanding the sufferings and 
hardships of these pioneers still 
there were others to follow. They 
gloried in their vicissitudes. 

After all, to the adventurous 
spirit there is a love of glory, 
and in seeking glory men and 
women forget material things. 
They have hitched their wagons 
to a star and follow it they must. 
They do not count the cost. 

The animal is daring and shows 
his courage in his desire for food 
or for a mate. Man indicates his 
superiority to the animal when 
he risks his life and suffers hard- 
ships for an ideal. Philosophers, 
saints and statesmen have forgot- 
ten themselves into immortality 
battling for their ideals of a better 
world here or a more glorious 
world hereafter. Every church 
steeple points to the sky. I never 
see one but I think of the faithful 
few, in no matter what denomina- 
tion, whose aspirations were for 
another glory beyond the material 
things of their daily lives. I never 
see a hospital or an asylum for 
either the old or young, that I do 
not think of the one mind and 
heart that sought the glory of 
helping the poor, the downtrodden 
and the needy in their hour of 
suffering. 

So, when all has been said and 
done, no matter what the outcome 
of this adventure of Amelia Ear- 
hart and her navigator, let us all 
give them credit for their spirit 
of adventure, in their seeking for 
glory at no matter what the cost, 
in this materialistic world. 

The earth is fertilized by the 
blood of martyrs. Today, more 
than ever before in its history, 
the world needs martyrs who are 
willing unselfishly to give them- 
selves and their lives for their 
ideals. 
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Apgar’s Preview 


(Continued from page 39) 


ing $3.50, and occupying a space 
one column wide and %4 of an 
inch deep is inserted in the Chris- 
tian Science Monitor. Members of 
the Christian Science church in 
Cranford, who are prompted to 
buy at the Apgar store by the ad, 
give the store a sticker, bearing 
the name of the town, the name 
of the paper and “thank you.” 
These stickers are pasted on a wall 
in the stock room as a check of 
the pulling powers of the ad. Usu- 
ally at least twenty stickers a 
month are received as a result of 
this tie-up. Other members of the 
church will phone orders stating 
that they saw the ad in their news- 
paper. To date the advertisement 
has always more than paid for it- 
self in sales. 


Although the store has never 
displayed bicycles in either of the 
windows, two boys’ models selling 
at $31.50 are always on display 
inside the store. In two weeks two 
girls’ models were sold, at $32.50 
each, although the store stocks 
only boys’ machines. A variety of 
bicycle accessories and smaller 
parts are stocked at the store for 
the convenience of local cyclists. 


The display room of the store 
measures about 25 by 60 feet, 
while the stock room, which is 
partitioned off from the display 
room, occupies space about 25 by 
40 feet. Much of the surplus 
housewares stock is kept in the 
stock room where the store’s office 
is also located. The glass depart- 
ment, surplus paint, pipe, fencing 
and other heavy lines are stored 
in the basement, which has a mer- 
chandise chute and staircase from 
the street, permitting delivery and 
removal of bulky lines without 
taking them through the display 
room. Shovels, lawn mowers and 
other stock in the basement which 
might be affected by dampness or 
dust is suspended from the base- 
ment ceiling by means of hooks, 
etc. 


The store is operated by Mr. 
Apgar, an assistant in the store, 
and the delivery force—a man and 
a boy. 
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NEW! 


MARKETS 
VOLUME 
PROFITS 


FIRELINE has lifted “stove lining” from 
an accommodation item into a_heavy- 
profit, large-volume seller. More Fireline 
is sold in 50 and 100-lb. drums for re- 
pairing warm-air furnaces and heating 
stoves than in small cans for cook stoves 
and ranges. 

Don’t be satisfied with the small market 
for fire clay and dry stove lining mixtures. 
Go after the big market with Fireline— 
the stove lining in moist, plastic form. 


FIRELINE is ideal for replacing castings 
or stove bricks in cook stoves and ranges, 
but it is likewise suitable for furnaces and 
heating stoves. There it is used as a re- 
fractory lining entirely around the fire- 


‘FIRELINE 


STOVE & FURNACE LINING 
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pot which saves and protects firepot ew oe 
castings. a wre site fo of Som 4 pet 
FIRELINE seals any cracks and holes— yore? "inci on W 


RY ° 
makes firepots gas-tight. It can be installed yoserh ne ous 


without taking down the furnace or stove— waned. 
anyone can use it. Stands 3000 deg. F. § | ctev® 
Fully guaranteed. Average furnace re- 
quires 100 Ibs.—average heater 50 Ibs. 


Write for bulletin, free samples, and deal- 
er’s prices. Or ask your jobber. _ 






















FIRELINE STOVE & F 
FURNACE LIN- 
ING CO. 
1859H Kingsbury St. 
CHICAGO, ILL. 


FIRELINE 


FIRELINE 














2 joi 


SEALED.. 
















Pipe joints made with Dixon’s Graphite Seal or with 
Dixon’s Pipe Joint Graphite Compound are sealed tightly 
and permanently, yet can be quickly and easily dis- 
assembled even years later, without damage to fittings 
or gaskets. Joints are sealed but never “stuck.” 
DIXON’S GRAPHITE SEAL lubricates and seals all threaded pipe; 
gasketed flanged pipe; and other joints. Insoluble in and im- 
pervious to hot and cold oil, gasoline, air, gas and all non-aqueous 
solvents. Assures quick, easy assembling and disassembling. 
Tested and approved by Underwriters’ Laboratories. 

DIXON’S PIPE JOINT GRAPHITE COMPOUND has the same 
joint lubricating and sealing properties as Dixon’s Graphite Seal, 
but is insoluble in water and proof against hot and cold water, 


steam, air, gas, acids, alkalies, brine, and all aqueous solvents. 
Write for booklets D-40 and D.S.-40 
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New Jersey 


JOSEPH DIXON 
Jersey City 
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Making Preparations Against 
A Business Man’s Death 


(Continued from page 45) 


your death the partnership should 
not dissolve, but that the two 
employees should accept as part- 
ners whoever gets your share un- 
der your will. 

This plan has been used many 
times, and quite often has turned 
out very badly. Partnership, as I 
have often explained, is a danger- 
ous relation, because every mem- 
ber is an agent for all the others, 
and is responsible for the acts of 
the others if those acts are within 


the partnership scope. Not only 
that, but the entire personal for- 
tune of the members is responsi- 
ble for the partnership debts. 

It would be a great mistake, in 
my judgment, to let your two em- 
ployees in for such a possibility 
as this, although, of course, it 
might turn out all right. 

The second plan is the limited 
partnership plan, by which a part- 
ner is not held responsible for 
the partnership debts beyond the 
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“MY WRIST-ACTION ) 
MOP GOES AROUND 
AND UNDER EVERY- 
THING-ITS THE 
HANDIEST MOP | 

EVER USED” | 


No wonder one woman tells another— 
no wonder the new “ Wrist-Action” 
AERoMOP is a “clean up” for dealers. 
Women buy because they instantly 
recognize the amazing new labor-saving 
features of the “Wrist-Action” Mop. 
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With a twist of the wrist the new 
“Wrist-Action” Mop “steers” 
easily into places no other mop will 
go. It is wing-shape for speed and 
ease around furniture, its tapered 
end gets into corners, instant wrist 
control keeps mop off rug edges. 
AND—now the frame folds so 
the mop slips off like a glove for 
washing or replacement. 

Here is a mop that will really SELL! And—give you a good 
profit on every sale. Your customers are going to buy the 
New “Wrist-Action” Mops and they might as well buy them 
from you. Phone your own jobber today fora supply. 


WRIST - ACTION 


on this 
New Labor 
Saver 
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MIDWAY CHEMICAL “SGC O., CHICAGO, IL 
Makers of AERoPOLISH, guaranteed World's best furniture polish; 
AEROWAX, the that made Self-Polishing waxes popular; 
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amount he has invested in it. This 
plan is better than the first, but 
inasmuch as the limited partner 
is still under some of the disad- 
vantages of partnership it is still, 
in my judgment, not as good as 
the third plan, which is incorpo- 
ration. 

In situations like this I inva- 
riably recommend that the owner 
of the business turn it into an in- 
corporated company before he 
dies. This correspondent’s busi- 
ness, with assets exceeding $10,- 
000, is not too small to incorpo- 
rate, and it would be quite easy 
and comparatively inexpensive. 
The company, when formed, takes 
the business over and issues its 
stock in payment—issues it all to 
the owner, as he is the only one 
putting anything in. He can then 
issue to his employees such por- 
tion of his holdings as he sees fit, 
either gratuitously, or by allowing 
them to pay for it out of divi- 
dends. 

When the owner dies he leaves 
his stock to his heirs and the 
company goes on, everybody be- 
ing protected except as to one 
thing, as to which all businesses 
are unprotected, viz.: the effects 
of mismanagement. 





“Arctic Circle” Display Idea 


tn, 





This counter display has been de- 
- . ° . . 
signed to dramatize the service given 
by Ypsilanti Portable Super-Oil Heat- 
ers. The “Arctic Circles” are those cold 
rooms in the home that need extra heat 


—attics, bedrooms, bathrooms, base- 
ments, sun-parlors, etc. The campaign 
also includes sales literature and 
newspaper advertising built around this 
idea. This material is free to dealers 
selling these heaters. United Stove Co., 
Ypsilanti, Mich. 
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Spring Hinges of Quality 


~-(CHICAGO)~- 
SPRING HINGES 


There Is No Substitute for Quality 


That is why the Chicago 
Spring Hinge Company 
by correct design, quality 
of materials used and 
workmanship aims to 
make ‘““Triplex’’ Lavatory 
Door Spring Hinges the 
best on the market. 








For the same _ reason 
Owners, Architects and 
Contractors who strive 


to build with credit to 
their name or profession, 
select Chicago Spring 
Hinges for buildings which they plan and erect. 
Hardware Dealers will find “Spring Hinges of 
Quality” easier to sell. 








Type 2242 


Chicago Spring Hinge Company. 
CHICAGO ne NEW YORK 



























JUST WHAT 
EVERY GOLFER 
HAS NEEDED 4 


Attaches to 
Belt or Pocket 






\\ 
etal 


COO0OK’S 








Made of spring steel, black en- 
ameled. Comes loaded with 6 
quality tees and pencil, to re- 


tail at 25¢. One of the happiest 

golf innovations in years! Saves HANDY 

time, temper, and worn, soiled GOLF TEE CLIP 
pockets. Seriously designed, 

well made—no toy! To show it ELIMINATES 


is to sell it. Card of 12 starts 
good profit coming to you. 
Order from your jobber now, 
while season is in full swing. 
. Product of 
THE H. C. COOK CO., 27 Beaver St., Ansonia, Conn. 
Makers of Gem Nail Clippers 


SEARCHING IN 
CROWDED POCKETS 
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“This is the right wick, 


Mr. Carter. It’s made 
by Perfection and gives 
the best results with 
all Perfection Stoves.” 











, = a smart stove dealer. He 
knows the value of good will. He wants 
all his customers to be satisfied, even 
enthusiastic about the stoves he has 
sold them. He wouldn't think of spoiling 
the operation of their oil stoves by sell- 
ing misfit, “just-as-good” wicks for use 
in Perfection stoves. He knows that only 
Perfection wicks give Perfection service. 


Perfection's big advertising campaign is 
telling hardware and furniture customers 
all over the country the truth about wicks. 
More than eighty-two million messages 
carry the follow- 


ing statement: 


“NOTICE: Only gen- 
vine Perfection- 
made wicks, iden- 
tified by the red 
triangle trade-mark 





and the word 
‘PERFECTION’, give 
best results with ail 
Perfection stoves.” 






of Quality 
PERFECTION 


STOVE COMPANY 
7840-E Platt Avenue e Cleveland, Ohio 
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QUICK SELLERS 
PROFIT MAKERS 


@ Two popular, low priced quick sellers: 
(1) “Insulgrip’ Screw Driver with sure- 
grip handle, and (2) Ball Pein Hammer 
of special steel with hard center and 
non-chip edge. 


FORGLO 
TEMPERED 








@ Profit making Punch and Chisel Set 
... forged and tempered for average 
use ... in a wide price range. 








@ Popular Fitz-All Wrench Set... proven 
seller and profit maker ... side hinged, 
positive-locking container...in various 
sizes and assortments. 


THE 


VLCHEK 


TOOL COMPANY 


CLEVELAND, OHIO 
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30-Day Duck Hunting Season 


(Continued from page 47) 


to 5 in the aggregate of all kinds. 
Last year the limit was 4. The new 
daily bag limit on coot is 25. Last 
year the limit was 15. 

Baiting of waterfowl and doves 
and the use of live decoys in hunt- 
ing waterfowl are not authorized 
regardless of the distance between 
the bait or decoys and the shooter. 

The 3-shell limit on repeating 
shotguns, either hand operated or 
auto loading, in effect the last two 
seasons, is continued this season. 


Hunters may use shotguns not 
larger than No. 10 gauge. 
Waterfowl and coot may be 


hunted in season from 7 a. m. to 4 
p. m. Snipe, rails, gallinules (other 
than coot), woodcock, mourning 
doves, white-winged doves, and 
band-tailed pigeons may be hunted 
in season from 7 a. m. to sunset. 
No changes were made in the reg- 
ulations on band-tailed pigeons. 

In Alaska north of the Alaskan 
Range and the Ahklun Mountains 
the waterfowl hunting season will 
open September 1 and close Sep- 
tember 30; south of these moun- 


tains and west of the 141st meridian 
and east of False Pass at the tip of 
the Alaska Peninsula the open sea- 
son is September 16 to October 15: 
in southeastern Alaska from the 
14lst meridian to Dixons Entrance, 
October 1 to 30; and islands of 
Unimak, Unalaska, Akutan and 
Akun west of Unimak Pass in the 
Aleutian Islands group, November 
1 to November 30. 


Duck Stamp Required 


Possession of a Federal duck 
stamp is required by law of every 
migratory waterfowl hunter over 16 
years of age. The stamps are on 
sale at post offices. 

The regulation permitting the kill- 
ing of migratory birds when they 
become injurious to crops or prop- 
erty has been modified so regional 
directors of the Survey can also 
issue permits in- individual and iso-. 
lated cases. 

Copies of the new regulations, as 
soon as available, may be obtained 
from the U. S. Department of Agri- 
culture, Washington, D. C. 





Coming Conventions and Events 


Cycle Trades of America conven- 
tion, French Lick Springs, Ind., 
July 21 to 23 inclusive, 1937. Head- 
quarters, French Lick Springs Ho- 
tel. L. N. Southmayd, manager, 122 
E. 42nd St., New York City. 

National Federation of Implement 
Dealers’ Associations 38th Annual 
convention, Hotel Sherman, Chicago, 
Ill., Oct. 6 to 8 inclusive, 1937. H. 
J. Hodge, secretary, Abilene, Kan. 

National Retail Hardware Asso- 
ciation’s 38th annual congress, Bilt- 
more Hotel, Los Angeles, Cal., July 
12 to 15 inclusive, 1937. H. P. 
Sheets, managing-director, 130 East 
Washington Bldg., Indianapolis, 
Ind. 

Housewares and Major Appliance 
Market, including toys and wheel 
goods, The Merchandise Mart, 
Wells St. at the River, Chicago, IIll., 
July 5 to 17 inclusive, 1937. 

New York State Retail Hardware 
Association Annual Convention and 
Exposition, Hotel Statler, Buffalo, 
N. Y., Feb. 8 to 10 inclusive, 1938. 
John B. Foley, secretary, 510 Hills 
Bldg., Syracuse, N. Y. 


New York Housewares Show, 


Hotel Pennsylvania, New York City, 
July 11 to 17 inclusive, 1937. Miss 
Flo English, executive secretary, 
New York Housewares Manufactur- 
ers’ Assn., c/o Hotel Pennsylvania, 
New York City. 

National House Furnishings 
Manufacturers Association, 11th an- 
nual exhibit, Stevens Hotel, Chicago, 
Ill., Jan. 9 to 15 inclusive, 1938. 
Warren Edwards, secretary, 228 N. 
LaSalle St., Chicago. 

National Wholesale Hardware As- 
sociation, 43d annual convention, 
jointly held with American Hard- 
ware Manufacturers Association, 
75th semi-annual convention, Palm- 
er House, Chicago, Ill., Oct. 18 to 
21 inclusive, 1937. Secretary Whole- 
salers Assn., George A. Fernley, 505 
Arch St., Philadelphia, Pa.; secre- 
tary, Manufacturers Association, 
Charles F. Rockwell, 342 Madison 
Ave., New York City. 

Texas Hardware & Implement As- 
sociation, 40th annual convention, 
Hotel Baker, Dallas, Tex., Jan. 25, 
26, and 27, 1938, inclusive. Dan W. 
Scoates, secretary, College Station, 
Tex. 
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Look for the Blue 
& Yellow Colored 
Trademark Reg. 
No. 245091 U. S. 
Patent Office. 
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ALEeeeees 
Lee LEASE 
ERVICE and extra safety is assured by the superior quality 
manila fibres used in the making of Fitler Rope. These 
fibres are specially treated with 
Om . yn water-repellent and made with in- 
is VA / ternal lubrication. Long wear and 

“ PURE 

e MANILA 


greater economy has been built 
into Fitler Quality Rope since 1804. 
THE EDWIN H. FITLER CO. 
Philadelphia Cordage Works Philadelphia, Pa. Est. 1804 
New York Chicago New Orleans Houston 
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The fast selling treatment 
for wheat, oats, barley 


The amazingly successful experimental record of this 
ethyl mercury phosphate dust seed treatment—plus the 
proof of practical field use — has made it the outstand- 
ing disinfectant for small grains. Easy to use—depend- 
able in reducing disease and increasing yields—extremely 
inexpensive. Yet it carries a good profit for YOU! 
Order from your jobber—and write us for free display. 


BAYER-SEMESAN CO., INC., WILMINGTON, DEL. 
Manufacturers of Du Bay Seed Disinfectants 


Semesan Bel for Potatoes; Semesan for Vegetables and Flowers; 
Semesan Jr. for “Corn; 2% Ceresan for Cotton and Sorghums; 
Nu-Green and Special Semesan for Brown Patch. 
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THE 
LINSEED OIL 


HEAT TREATED 


O/ 
| / Ol 114.4744) 
/o LINSEED OIL 


O/REGULAR 
/ RAW OR BOILED 
/OLINSEED OIL 


















AT NO EXTRA COST OVER 
REGULAR LINSEED OIL 


REMEMBER the shield. It defines the best 
linseed oil available today. Pol-mer-ik is 
100% pure linseed oil, 10% of which has been 
polymerized (heat treated) actually kettle- 
cooked to a varnish body. 


THE 10% of cooked oil gives Pol-mer-ik its 
extra value — a value that expresses itself in 
better leveling, higher gloss and greater 
durability. Pol-mer-ik enables the master 
painter to do a better job — sell a better job. 


POL-MER-IK is sealed at the factory in 
tamper-proof cans. A guarantee of purity. 
Sizes are pints, quarts, one, two, five gal. cans. 


FOR BEST RESULTS RECOMMEND POL-MER-IK BOILED 


ARCHER-DANIELS-MIDLAND CO. 
Minneapolis, Minn. 
sate Gq 
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NEW PRICE AND BUILDING 
BOOM TRIPLES SALES OF 
THIS FAMOUS PRODUCT 


Carpenters, painters, electricians, 
factories, etc. always use Plastic 
Wood for their better jobs. Now at 
the new price on 1 Ib. cans they can 
afford to use it on all their work. 


You'll get sales and profits from 
a wider and steadier market and 
your customers won't have to try out 
unsatisfactory, cheap imitations. 


The prices on Plastic Wood house- 
hold sizes, 114 oz. tubes (25¢) and 4% 
Ib. cans (35¢) will remain unchanged. 


The A. S. BOYLE CO. (Distributors) 
JERSEY CITY, N. J. 


Plastic Wooo 
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New High Reached In 
United States Exports Of 
Hardware And Allied Products 


Exports of hardware and _ allied 
products from the United States in 
April, 1937, were valued at $4,485,- 
039—a greater amount than re- 
corded in any month in recent years 
—an increase of over 51 per cent 
compared with April, 1936, when 
these exports were valued at $2,966,- 
504—and an increase of $417,382 or 
above 10 per cent over shipments in 
March, 1937, according to prelimin- 
ary figures compiled in the Metals 
and Minerals Division, Bureau of 
Foreign and Domestic Commerce. 

Substantial gains were noted in 
all classes of hardware, particularly 
hand tools, exports of which in- 


creased from $941,637 in April, 
1936, to $1,378,549 in April, 1937; 
stoves, furnaces, oil burners from 
$227,347 to $388,303; builders’ and 
other hardware from $327,937 to 
$491,369: abrasives from $584,898 
to $763,900; miscellaneous items in- 
cluding safes, tin cans, needles, 
chains and scales from $320,283 to 
$611,629; and plumbing equipment 
from $153,767 to $287,411. In- 
creases were also realized in ship- 
ments of cutlery, from $237,458 to 
$288,415; utensils from $96,905 to 
$155,616; and lamps, lanterns, etc., 
from $76,272 to $119,847. 





Albion Caulking Gun 








Working parts have been cut down to 
a minimum in the latest improved 
models. There are no handle springs 
to break and no dogs, pawls, or ratch- 
ets to get out of order. A feature is 
the swivel handle, permitting operation 
from any angle. Has new style side- 
button, thumb pressure release, which 
stops flow of contents and the variable 
leverage of the trigger, maker states, 
permits the pressure to be more than 
doubled wherever high pressure is re- 
required. Entire gun may be taken 
apart in a few minutes for cleaning. 
Finished in rust-proof cadmium plate. 
Albion Mfg. Co., Albert and Martha 
Sts., Philadelphia, Pa. 


“Can’t Split” Handles 
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For use on kitchen tools, knives, me- 
chanic’s tools, files, chisels, soldering 
irons, etc. Handles have a strong steel 
wire ferrule, which maker states, ad- 
justs itself to insure an even distmbu- 
tion of pressure, preventing excessive 
strain at any point. Made from sea- 
soned white birch, in varying sizes. 
Each handle is attached to a display 
ca‘d containing complete description of 
the item. Hy-Tools, Inc., 13 Penfield 
St., Buffalo, N. Y. 





Economaster Electric Range 





This new Master 40 electric range 
series is styled in gleaming white por- 
celain cabinet to the floor model with 
foot recess in black base and with jet 
black porcelain top in ultra-modern de- 
sign, or optional white porcelain top. 
Has large capacity full 16 in. oven and 
a corresponding large 16 in. warming 
cabinet and two utensil cabinets of 
same size as oven and warming cab- 
inet. Electric controls are mounted in 
a panel on the back rail. Entire top 
is hinged. Southern Metal Products 
Corp., 666 Lake Shore Drive, Chicago, 
Til. 


Bonney Screw Drivers 


— = 


Specially designed to fit Phillips 
Screws. Blades are drop-forged from 
selected steel and carefully heat-treated. 
They are firmly anchored in handles 
and tips are accurately ground. Hard- 
wood handles are fluted to provide firm, 
comfortable grip. No. WP1 is for No. 
4 screws and smaller; No. WP2 for 
Nos. 5 to 9 inclusive; No. WP3 for Nos. 
10 to 16 inclusive, and No. WP4 for 
No. 18 and larger sizes. Bonney Forge 
& Tool Works, Allentown, Pa. 
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Accepted in the trade as the 


standards of value for half a 
century. Every Phoenix article is 
correctly designed and fabri- 
cated to give maximum service. 


P one METAL — Horse and Mule Shoes 
Phe «sete yi ®Blanks ® ToeCalks ® Lawn Mower 
end. Spuds ® Tractor Wheel Spuds 

® Grab and Slip Hooks ®@ Cold 
Shuts ® Forgings ® Tank Flanges. 

























SPUDS 
inciniiiantneaaten: RUBBER —Horse and Mule Shoes 
All standard sizes. ®DoorMats ® Force Cups,new style 
® Radiator Hose, 3-ply ® Moulded 
Rubber Goods, to order. 
SLIP 
HOOKS Sold by Leading Jobbers everywhere on 
Round an established policy through regular 
StraightEye trade channels. 
or Twisted 
Eye, for 14" 
apo PHOENIX 
GRAB Sg ek $ es, 
HOOKS _ MANUFACTURING COMPANY _ 
For 4" to 332 S. Coe A gee : 
1" chain - mis Le. bis ces 
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JUNIATA SHOES 
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NOISELESS 
RUBBER SHOES 
For horses. Open or 
Bar styles, Sizes 2 to 8. 


NOISELESS MULESHOES 
Sizes 2,3, 4 and 5. 











SPORT SHOES , 
For riding, running, PHOENIX SHOES 


racing or polo. 
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BRONZE WEATHER STRIPS 


Easily installed without 
removing sash or doors! 


5 K/ Now you can make quick, new profits by selling genuine 
Dennis Double Cushion Spring Bronze Weather Strips for 
2 modernizing jobs and new homes. The easiest to install 
—comes attached to new parting stop. Patented ‘‘S’’ fold gives 
double spring action. Prevents cold air leaks. Makes snug weather- 
proof seal conforming to all warping, shrinkage and expansion of sash 
and doors. Endorsed by architects and builders for saving fuel. Ask 
your jobber or write for new 1937 Weather Strip Catalog. 


W. J. DENNIS & CO. 


Z110-20 WEST LAKE ST. <<< CHICAGO 











































25,000,000 women can’t 
be wrong. Approved by 
Good Housekeeping. 
The simplest... best- 
cutting ...easiest-to-use 
can opener on the mar- 
ket. For quick turnover 
—and good profits—dis- 
play this Nationally Ad- 
vertised Popular Seller. 


VAUGHAN NOVELTY MFG. CO., INC. 
3211-25 CARROLL AVENUE. CHICAGO. ILLINOIS. U.S. A 
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‘/ Order 
plenty of 

CLIMAX 
on m a & 2 
CAPPERS 























At least a thousand families in 
your community are right now 
busily engaged in putting up fruit 
juices, catsup, root beer and even 
good old home brew! Every single 
one of them needs a good bottle 
capper! 

Climax is the best known bottle 
capper in the world! Extra heavy 
steel construction with a_ base 
that’s large enough so that bottles 
won't tip or spill. The big, easy- 
working handle with the powerful 
spring assures smooth operation. 


Order Climax Bottle Cappers now 
—and don’t forget that it’s peak 
season for Everedy Jelly 
Strainers, Sugar Meters, Cap- 
masters and Bottle Openers. 


‘The EVEREDY C 


FREDERICK @ MARYLAND 





5 EAST STREET FREDERICK ¢ MARYLAND 
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THE BASSICK 
Bridgeport 
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‘charge with the Bassick Quality 
Group ot . . . . $997 - 





< pepe “ | 
THE QUALITY GROUP 


BALL BEARING CASTERS ~~~ — 


cabinets, trunks and gen- 


sizes, 1%" and 14" diam- 
- eter wheels. 


7/4 BASSICK 
DISPLAY THAT 


SELLS Quakily 


CASTERS! 


DISPLAY es 
Complete with samples, metal bed — 
socket gauge, catalog and dis- pe: 
play card, is given to you at no 


¢ 


A 
“he 
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_ 35 Sets of Casters, 
Slides and Sockets. 





DIAMOND DART 
FULL FLOATING 


The finest household casters 
that have ever been availa- 
ble of economical prices. 
Three sizes, 114", 1%" and 2" 
diam. wheels. 


DETACHABLE METAL | 
BED CASTER SOCKETS 


Six sizes...Made to fitin metal — 
bed legs with the same size © 
holes as those on back of | 
display block. ee 


; * te 
DIAMOND DART BALL BEARING. 
PLATE CASTERS ) 3 ae 
Especially adapted for 






eral utility purposes. Two 
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Connecticut 





Retailers and Higher Costs 


(Continued from page 48) 


concerned. It has now completed three 
censuses of business, covering the years 
1929, 1933 and 1935. All hardware 
wholesalers and retailers are included. 
Thus it is possible to follow the dis- 
tribution of hardware items from their 
manufacture through primary channels, 
then through the wholesaler, and finally 
through the retailer to the consumer. 
A relatively small part of this informa- 
tion is published in the regular census 
volumes. A great deal more is avail- 
able and can be supplied to the Asso- 
ciation without revealing the confiden- 
tial figures of individual concerns. 
That strict protection against disclo- 
sure of anyone’s figures is an under- 
lying principle in all Census Bureau 
work. We are the only Bureau to whom 
the Congress has given this protection, 
and when you give a report to the 
Census Bureau it cannot be used for 
purposes of taxation, regulation or in- 
vestigation, for no other agency of gov- 
ernment can have access to it at any 
time. All Census Bureau employees 
work under a special oath of secrecy, 


and we have never been charged with 
a disclosure during all the years during 
which we have handled the most con- 
fidential figues of business. 

Because of that protection against 
misuse, and because the executives of 
the Census Bureau who handle business 
figures are not only men of the highest 
personal integrity but also experienced 
business men, our activities are being 
constantly expanded at the request of 
business. We now produce more than 
50 monthly or quarterly sales and pro- 
duction reports for as many major man- 
ufacturing industries. Although it takes 
a year to produce a national census 
report, these current production reports 
appear promptly each month covering 
the operations of the previous month. 
We have been asked to extend this cur- 
rent reporting to the retail field, because 
we have shown that we can produce 
such reports promptly, can obtain a 
better coverage than any other agency, 
and can protect the individual reports 
with the mantle of legal protection 
which no other agency can provide. 





Building a “Chug-Chug” For 
Children Sells More Tools 


. 7 OU can stimulate the sale of 
} roller skate rolls, nails, ham- 
mers, saws, and other tools by 
showing children how to construct 
a simple toy that “goes.” With a 
minimum of expense and effort your 
store becomes a center of interest 
for the neighborhood kids and the 
headquarters for the necessary sup- 
plies. 


CORT HANGER” WANDLEBAR” 
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Build one of these “Chug-Chugs” 
—a combination roller skate and 
skooter. Use either old or new roller 
skate rolls, some old lumber, a soap 
box or crate, and nails or bolts, a 
hammer, and a saw. Put it on dis- 
play in your window along with 
these tools and invite the kids te 
come and learn how to build one. 
Suggest to them different models 
and designs; some simple, others 
more elaborate, perhaps requiring 
extras such as a coat of bright paint 
of flashlights. Tell them you sell 
extra skate rolls and they can scout 
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about to find the other necessary 
materials. Maybe dad’s hammer is 
old or he has no nails or needs a 
saw. Then your store will be the 
logical place for him to come and 
in him you may find a prospect for 
other tool sales. 
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WITT 





(ans and Farls 


Win New Friends 
.. « Build Profits 


You can make more money 
selling WITT Cans and Pails. 
Proven to outlast 3 to 5 of the 
ordinary kind, they assure 
customer satisfaction... bet- 
ter profits for you. The Witt 
Line includes Ash Cans, Gar- 
bage Cans and Pails, Under- 
ground Garbage Receivers, 
Roller, Hooded, Hoisting, Oily 
Waste Cans, Mopping Pails. 
Witt also makes “WICO” Cans 
and Pails, to sell at competitive 
prices; and “BRIGHTON” and 
“MODERN HOME,” medium 
weight cans for special sales. 

Regardless of your 
trade’s Can _ require- 
ments, it will pay you 
to supply them through 
Witt. See your jobber— 
or write for catalog 
and details of attrac- 
tive proposition. 











WITT CORNICE 
CINCINNATI, OHIO 











WHOLESALE 
HARDWARE 
HOUSES 


Every One Selling Through 
Hardware Channels Needs 
a Copy. 


Indispensable for 


1 Calling on Hardware Jobbers 
2 Your Credit Department 
3 Direct Mail Work 


It Lists: 











PRICE 
SHELF HARDWARE JOBBERS 
HEAVY HARDWARE JOBBERS . 
MILL SUPPLIES DISTRIBUTORS 
PLUMBERS’ & TINNERS' SUPPLIES JOBBERS A COPY 
MANUFACTURERS’ AGENTS : 
HARDWARE CHAIN STORES ee 
HARDWARE ASSOCIATION LISTS 





HARDWARE AGE VERIFIED LIST 
239 W. 39th Street New York, N. Y. 

































THE CUSTOMER 
EXPECTS YOU TO 


Tell him 


ANY people come into your store know- 

ing just what they want — and one 

thing they DON’T want is to be SOLD the 
thing they came to BUY. 


But on some items — sash cord, for example 
— MOST customers WELCOME all the in- 
formation you can give them. They rely on 
you for quality in the merchandise they buy. 
They EXPECT you to tell them WHY one 
brand is a better value than another. Most of 
them are GLAD to know WHY Samson Spot 
Sash Cord can be safely forgotten for some 
TWENTY-FIVE YEARS after it’s installed — 
WHY its slightly higher price pays such div- 
idends in trouble-free service. 

That is why we have printed this new book. 
It contains the FACTS your customers EX- 
PECT to get from you — tells you how to sell 


a product that will help you hold the cus- 
tomer’s confidence and good-will. Write for 


DEPT. HA 
BOSTON, MASS. 


your copy. 
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A Visit to Hawaii 


(Continued from page 33) 


along the highways. A crusade was 
started years ago by a woman’s 
organization which finally won 
against great odds and now there 
is a territorial law against the use 
of signs and billboards. So Hawaii 
is one place where the landscape is 
not disfigured and vulgarized. 

All of the Islands are a paradise 
for the flower lover—the warm cli- 
mate, the ample rains and rich soil 
of volcanic ash makes for rapid and 
large growth of the flowers and 
flowering trees; many varieties are 
solely native to the Islands. The 


hibiscus is the territorial flower that 
blooms profusely in every shape and 
color. Some 2,500 varieties of the 
hibiscus are found on the Island of 
Oahu alone. The oleander, gar- 
denia. rose and ginger lily are 
shrubs that grow readily with pro- 
fuse blooms. The flowering trees, 
such as the Scarlet African Tulip, 
the light blue orchid-shape clusters 
of jacaranda, and the native Shower 
trees of different colored blooms, 
and the regal Ponciana, a large 
umbrella-shaped tree with hundreds 
of deep scarlet blooms, are very 









“THATS WHAT EVERYONE SAYS, MRS. COLE~ 
FlYded IS THE BEST SPRAY WE'VE EVER 
CARRIED. WE HANDLE ONLY THE BEST 
QUALITY IN EVERY LINE- 


THIS KEEPS OUR 


CUSTOMERS S 


SATISFIED CUSTOMERS - - Another 


’ 
Zz 


BIG REASON FOR Fea LEADERSHIP 





D 


EALERS and their customers have a right to expect a better 
fly spray from the makers of FLYded. And—they’re getting 
FLYded has the resources, the modern 
laboratory equipment, and the skilled chemists 
necessary to give your customers a topnotch 
product. Expert chemists test every batch. All 
FLYded has the same high 
quality—the same extra strength 
—the same fresh, clean odor. 






Full pint can 
sells for 25¢— 
Six ounces, 
10¢ 

















beautiful. One sees the mango, 
guava, breadfruit and huge fern 
trees, fifteen to eighteen feet tall. 
And, of course, the cocoanut palm 
with its foliage at the top makes a 
beautiful background. I was fortu- 
nate in seeing a_ night-blooming 
cereus in bloom—fragile, delicate, 
exquisitely colored, of a cream and 
lemon shade, that grows on a coarse, 
prostrate cactus plant along the 
stone walls. Its radiant blooms last 
but one short night each year. 

The Island of Hawaii, the largest 
of the principal group of eight 
islands, lies some two hundred miles 
South from Honolulu—an overnight 
run by the Inter-Island steamer, but 
a delightful two-hour trip on the 
new 18-passenger Sikorsky am- 
phibian planes. The tourists, as well 
as the business men, are air-minded 
so that every plane is filled to ca- 
pacity. The big plane stops on the 
Island of Maui for a few minutes, 
then onto Hilo, the principal ship- 
ping port and city of 20,000, the 
second largest in the Islands. You 
fly over Lanai, an island of 25,000 
acres, cultivated entirely to pine- 
apple, and owned by the largest 
pineapple company. The light rain- 
fall on Lanai makes it ideal for the 
growing of pines. Then the plane 
takes you along the edge of Molokai, 
a mountainous island, the shore line 
being sheer precipices dropping 
1,000 to 1,500 feet to the shore. On 
this island is a tongue of low land 
projecting out in the ocean forming 
a peninsula with the surf on three 
sides, and at the base of sheer 
precipices, some 1.500 feet high, is 
the leper colony. The aeroplane 
sails low and you see a well laid-out 
little town with streets, houses, 
churches, hospital and automobiles. 
The territorial government main. 
tains this colony for some 450 
lepers, who, I am told, have the 
best medical attention. Doctors, 
nurses and helpers live on a portion 
of this same peninsula. Complete 
isolation. It would be difficult for 
any person to climb the steep moun- 
tain cliffs, but they make no at- 
tempts to leave his colony where 
every comfort possible is given to 
them at no cost. It is claimed 
leprosy was first brought to the 
Islands by an early importation of 
Chinese Coolies, but who can say? 

The plane sails along the wind- 
ward shore of Hawaii, and you see 
the sugar-cane fields that look from 
the plane like waving wheat fields. 
Every feot of ground seems to be 
cultivated, even enormous, deep 
gulches you see running back from 
the high cliffs, dropping abruptly 
to the ocean below. Hilo comes in 
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LADDERS 


for every 
PURSE and PURPOSE 





There’s a RICH Ladder to meet 
the needs of every customer. 





Fruit Pickers’ Ladders, Plat- 
form Ladders, Sectional Lad- 
ders, Window Cleaning Ladders, 
Paper Hangers’ and Decorators’ 
Rodded Ladders, Step Ladders, 
Straight Ladders. 











RICH — The lightest, safest, 
most durable ladders built—For 
full particulars write 


THE RICH PUMP & LADDER COMPANY 


Cincinnati, Ohio 


1028 Depot Street 











THE EDLUND 


OPEN-ALL SET 
Needed In Every Home 


represents the last word for a sure 
and easy way of opening every type 
of container. 


CAN OPENER— 
JAR OPENER AND 
BOTTLE OPENER 


If you are not familiar with this 
latest Edlund combination set, ask 
your jobber or write direct for de- 
tails. It is a fast seller at a special 
price and with a good profit. 


EDLUND CO. 








Smartly packaged to make an ideal 
Burlington Vermont bridge prize orkitehen shower gift. 


TO MAKE GOOD ROOFING 
BETTER— 


Leading Manufacturers of Roofing 
A seal it with a 
top layer of 


STA-SO 


the crushed slate 
Tyna surfacing that de- 
.. fies the elements. 









That’s why you—Mr. Dealer—can safely recommend 

any ional: of roofing that is surfaced with STA-SO 
—the sure defense against weather and wear. 

STA-SO consists of crushed hard slate particles 
imbedded in roofing to overlap like fish scales, giving 
the surface an armor-like resistance to age, sun, 
weather and fire. Particles do not drop out or wash 
off. Comes in many colors and they never fade. 

The presence of STA-SO on any particular make of roofing 
is not indicated by any STA-SO brand or label. Therefore 


make sure that any roofing you recommend has STA-SO 
protection. WRITE FOR THE FACTS. 


No Roofing Is Better Than Its SURFACE 
CENTRAL COMMERCIAL CO., CHICAGO 


YOU CAN ALWAYS SAFELY RECOMMEND 
ANY ROOFING SURFACED WITH 











° STA-SO"s@ ° 























FRAMES 












Together with the 
OBERG FILES 
combine the neces- 
sary features of 
durability and fast 
cutting. 

From Your Jobber or Write: 


SANDVIK SAW & TOOL CORPORATION 


47 Warren Street 740 Washington Ave. Noith 











New York, N. Y. Minneapolis, Minn. 















Sell One to 
Every Hunter 
+ 


Famous HOPPE’S 
Gun Cleaning Packs 


ACH handy, brightly colored and attrac- 
tive Pack contains everything for proper 
—and necessary—care of all firearms. 
One full-size bottle Hoppe’s No. 9 Bore 
Solvent, one can Hoppe’s Lubricating Oil, 
one tube Hoppe’s Gun Grease, some 
Hoppe’s Cleaning Patches for trial, and 
Hoppe’s Gun Cleaning Guide. A quick, 
steady seller for hunting trips, and for 
home use, too. Also 2 popular Christ- 
mas gift item. 


Order yours today from your regular jobber 


FRANK A. HOPPE, Inc. 
2314-A North 8th Street, Phila., Pa. 
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N.. LIGHTWEIGHTS 


for 


HEAVIER PROFITS 


® There is a new opportunity for 
bicycle profits in the Columbia 60th 
Anniversary Lightweight Roadster and 
Women's Lightweight. These latest 
models, designed for 1937 demand, 
weigh little more than half as much as 
an equipped model. Built for easy rid- 
ing, of ample strength, without bulk, 
they are "just what the doctor ordered" 
for adult riders. 


New Lightweight models also available 
in the Westfield Line. Don't miss these 
opportunities for extra profits. Write 


THE WESTFIELD MFG. CO. 


Westfield, Mass. 








INSTANT ACCURACY 


ON FAIRBANKS SCALES 
WITH PRECISION INDICATOR 






Time saved soon pays for 
Fairbanks platform 
scales with precision in- 
dicator. No guessing at 
Beam Balance... 
you know in- 
stantly whether 
weight is over or 
under. Accuracy 
increased ... 
every fraction 
caught. Bulletin 
ASME 202—11 
tells how to stop 
losses ... save 
time. Write 
Fairbanks, 
Morse & Co., 906 
S. Wabash Ave., 
f Chicago, Ill. 


FAIRBANKS-MORSE 
ed Seales 








view and you find a_ progressive 
city with fine homes and hospitable 
citizens. There is a lot to see on the 
260-mile drive around the Island, 
which is probably five or six times 
as large as Oahu and has the same 
number of square miles as Con- 
necticut. 

At Hilo, I called to see a retail 
hardware dealer, who, unfortunately, 
happened to be at Honolulu. I met 
him later at Honolulu, and took him 
to lunch, and throughout a pleasant 
hour, he spoke of nothing but Saun- 
ders Norvell. This hardware man is 
greatly respected at Hilo, and has 
many friends. He located at Hilo 
back in 1901, liked the Island of 
Hawaii so much that he never left. 
In meeting his brother-in-law at 
Hilo, he told me of an experience 
years ago, when he had strict orders 
to pay for every invoice so that the 
payment would go out on the same 
steamer on which the bill was re- 
ceived. One time, through stress of 
work, he was unable to complete ail 
payments in time for the steamer 
mail and when his brother-in-law 
found it out, said to him “any time 
you are too busy to pay bills to be 
mailed on the return steamer, close 
the store and do nothing else until 
all bills are paid.” Only recently, 
with the rising prices on many 
commodities, when he received no- 
tices that certain goods would ad- 
vance in price, he sent such manu- 
facturers advance checks, stating he 
did not have time to make up orders 
but would place the orders later. I 
am sure you will be interested in 
his enclosed ad on paring knives 
which he handed to me. Fine cut- 
lery is his hobby, and he has built 
up an enviable reputation for selling 
both fine tools and cutlery. 

Leaving Hilo, the drive to the 
volcano, or Kilauea Crater, is some 
35 miles on a good road. The vol- 
cano is inactive at the present time, 
but clouds of steam seep through 
the top of the crater on all sides 
which adds to the interest of that 
massive abyss—800 feet deep, 3,500 
feet long and 3,000 feet wide. I 
can imagine a real “hell hole” when 
it starts to boil and spue its lava 
stream down the mountain side. On 
the leeward shore there is little but 
the remains of former lava flows— 
lava rock on all sides—-some of the 
older flows have coverings of vegeta- 
tion, lush and rank, but the soil is 
not adapted to much cultivation. 

The motor trip along the Kona 
Coast is interesting. Here is the 
home of the ancient Hawaiians. You 
see the monument erected to Cap- 
tain Cook, who discovered the 
Islands and was finally murdered. 





You also stop at the quaint Kona 
Inn at Kailua, situated in a beau- 
tiful spot and a typical Hawaiian 
portion of the Territory. Toward 
the end of the Island, you see the 
famous Parker Ranch of 500,000 


acres where fine cattle are raised, 


mostly Herefords. This ranch has 
35,000 head of cattle, 10,000 sheep 
and 2,500 horses, and is reported 
to be the second largest ranch in 
the United States. The automobile 
road runs 20 miles through the 
ranch and you get some idea of its 
magnitude. 

The progress and efficient devel- 
opment of the Islands has been due 
to the activities of five large com- 
mercial institutions, who own most 
of the sugar and pineapple planta- 
tions. Two of these companies are 
wholesalers and distributors of gen- 
eral merchandise—they stock nearly 
everything but automobiles. They 
are also agents for steamship lines 
and insurance companies. Both have 
large warehouse stocks at Hilo, and 
an ownership in some of the largest 
retail businesses in Honolulu. With 
purchasing offices in New York and 
San Francisco, they keep fully in- 
formed on the world’s markets, or 
any changes that may affect their 
business. I found the hardware 
buyers well posted. During a visit 
with one, I saw a long telegram 
from the mainland handed to him, 
and I can well imagine their wireless 
and cable bills run into quite an 
item. [ noticed the hardware de- 
partments had ample room for floor 
displays with modern fixtures, etc. 
I had an opportunity of addressing 
some twenty salesmen in the hard- 
ware department of one of the large 
wholesalers and among this group 
were Chinese, Japanese,  part- 
Hawaiian, and others—all alert and 
eager for information; all spoke ex- 
cellent English; and all were Amer- 
ican citizens. 

In talking with the hardware 
buyer of one of these houses, I 
found that he has been following 
your writings for many years, in 
fact, he has clipped and saved some 
of your special articles, and he 
opened his drawer to show me a 
copy of “Forty Years of Hardware,” 
which he told me he has all his new 
salesmen read. 

Both of these large jobbers carry 
well-assorted stocks of hardware. In 
fact, they have to anticipate their 
requirements well in advance, being 
so far away from the manufacturing 
sources. I was surprised to learn 
their turnover is equal to many of 
our largest national jobbers. 

This may surprise you, as it did 
me—these jobbers, every day, re- 
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WHY ARE RETAILERS EVERYWHERE 
SWITCHING TO ROGERS LIQUID FISH GLUE? 


The Rogers lIsinglass & Glue Co. does not sell chain stores, 
group buyers, or mail order houses. This means that you, 
as an independent retailer, have absolute protection. 
Rogers superior quality and strength enable you to build 
up a business, which you will never lose because of cut 
prices. Retailers everywhere are switching to Rogers be- 
cause of this policy and are sticking to 
Rogers. It is a profit-maker. You, too, 
will find it worth while to go ROGERS. 


Ask your jobber today about Rogers 2 
Deals and the Rogers Dealer Helps. 


ROGERS 
ISINGLASS & GLUE 
COMPANY 


GLOUCESTER MASS. 




























CONVINCING PROOF THAT 
EXTRA PROFITS AWAIT 
ONLY YOUR ACTION... 


$1557.67 in 13 Mos., St. Paul, Minn. 
$1000.00 in 7 Mos., Pawtucket, R. I. 


_— to SLUMBER | Saray" ts Sac 
in NEW YORK | Scans tae eee 


| | The experience of thousands of dealers proves 














D f d | | that this sensational Sander is THE GREAT- 
TRECTIONS [tor soun sleep: snuggle be- | EST MERCHANDISER of FLOOR FIN- 
s I ever evelope: 
tween the snowy white sheets of any bed Actual sales —— ., hg material ales 
i f i equal or exceed rental earning 
in the McAlpin . .- relax upon a deep, soft No EXPERIENCE RUN A *SPEED- O-LITE 
mattress... let its luxury soothe your body EQUIRED TO 
° . So —.! ane simple is this FASTEST- 
into refreshing slumber. CUTTING, CLEANEST {OPERAT. 
sander. ig weig ei 
Your COMPLETE comfort was our first con- only 80 the.) 7 right 7 to a 
. ° . ° ter- . t an 
sideration when planning the equipment of Test. Leaves_ a ballroom finish 
the beautiful NEw rooms at Hotel McAlpin. eS ee ee 
JOHN J. WOELFLE, Manager | | burn-out-proof motor. Ball-bear- 
ing gy oe Make 
| this igges rofit year— 
ROOMS WITH BATH FROM | | feature the SPEED-O-LITE. 
50 %*400 *50 5-DAYS FREE TRIAL NO DIRT 
MAIL COUPON TODAY W No Dust 
Single Double win-Bedded , NO MUSS 
3s LINCOLN-SCHLUETER : 
e | § FLOOR MACHINERY CO. 5 
C i212 W. Grand Ave., Chicago, Ill. & 
O e ] n | g Please send full details of your 5- 837 ' 
e | g day FREE Trial SPEED-O- LITE ~s § 


4 Offer. Also complete information on your Merchandising Plan for Dealers. : 
“ BAM cccccccccccccccccsvccccsccccscsseseeccsecesccasescces 
The Centre of Convenience MI sse:8-5 sc 50:0 C apa C.d6 gs DL aMiisiat de « 5595). nasaead oo ; 


BROADWAY AT 34th STREET, NEW YORK | a NE NT 
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DO YOU SELL 


NINE CHURNS 
OR ONLY ONE ? 


DAZEY 


LINE PROVES 
9 to 1 FAVORITE 
IN RETAIL 
STORES 


ODAY, as for many 

years past, 9 out 
of every 10 churns 
sold in retail stores 
Mm are DAZEY Churns. 

Such overwhelming 
preference cannot be 
due to chance. It is 
based on the advan- 
tage of many exclu- 
sive DAZEY features 
\ and a superior qual- 
iH ity so outstanding 
that, for the discrimi- 
nating buyer, there 
can be but one choice 
—DAZEY. Why be 
content to sell one 
churn when you can 
just as easily sell 9? Stock the complete DAZEY 
line—especially ELECTRIC models if rural power 
i available. SOLD THRU JOBBERS 


DAZEY CHURN & MFG. CO. 
4301 Warne Ave., St. Louis, Mo. 












10 Gals. 
POWER: 
Hand or 
Electric 











VISIBLE PROFITS 
with an 


INVISIBLE HINGE 


An entirely “different” type of 
hinge—with many “user appeal” 
features. Of special appeal to 
YOU are: 

1. Less stock to handle and store. 
2. Less capital tied up. 

3. Lower inventory. 

4. Faster turnover. 

5. A prestige-building item. 













Write for catalog and prices. 


Soss Manufacturing Company 
648 E. First Ave. 
Roselle, N. J. 


2 
X. 


SOSS 
INVISIBLE HI 
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ceive mail from manufacturers with 
5-cent postage stamps, and it is evi- 
dent many do not know that the 
Hawaiian Islands take the domestic 
rate of 3-cent postage. I was 
amused in having one hardware man 
tell me he had an inquiry from a 
manufacturer as to what the duty 
was on his goods at Honolulu. It 
also seems that few know the 
Trans-Pacific Air Mail rate was re- 
duced from 25 cents to 20 cents for 
each one-half ounce on April 1, and 
it is evident from the current use 
of the 25-cent stamps that many 
mailing departments are not well 
“posted” even if their letters are. 
When you talk with the executives 
of these concerns, you understand 
why the Islands have made so much 
progress. 

It is quite noticeable throughout 
the Islands that at least 70 per cent 
of all the storekeepers, owners of 
service-stations, and other little busi- 
nesses are Japanese—even the bar- 
ber-shops have Japanese girls as 
barbers. Imagine a chain of barber- 
shops in New York with young 
Japanese girls as tonsorial artistes! 

Honolulu has a number of inter- 
esting Japanese and Chinese hard- 
ware stores carrying complete stocks 
of merchandise with the brands of 
most of the national manufacturers 
well in evidence, especially in tools. 
Some Japanese saws are imported, 
and a few miscellaneous items, but 
an owner of one of these stores told 
me most of the Japanese appreciate 
the better quality of steel used in 
the manufacture of American tools 
and cutlery. These stores are of the 
older order—they haven’t reached 
the era of modern floor displays, 
and all of them seem to be over- 
crowded with stocks of merchandise. 

The Hawaiians are a proud race. 
They will not do menial labor. They 
are a simple, lovable, kindly people 
—love to sing and strum their uku- 
leles. I noticed quite a change in 
the tempo of their music. Formerly 
it was more monotonous; transposed 
old missionary hymns, with a sad- 
ness to the rhythm. Today the 
tempo is livelier, more like the main- 
land’s dance music—not jazz, much 
more feeling than jazz—but still 
a restful rhythm, soft, romantic, 
haunting, something you never tire 
of. I'd like to correct a wrong im- 
pression about the Hula. This ig 
not a muscle dance like people on 
the mainland think, but it is a soft, 
gentle swaying of the arms and hips, 
like the air and water of the Is- 
lands. It is a pantomime dance, 
telling the story of their simple 
mode of living, expressed through 
the motion of the hands, the expres- 





sions of the face. It may be a Hula 
about a trip to another island, or 
about a beach boy, or one with the 
song, “A little brown girl in a 
little green skirt in a little grass 
shack . . .” Every motion of the 
arms, hands, hips; every expression 
of the face telling the story of that 
dance. The Hulas to the average 
onlooker appear similar, but each 
Hula dance is entirely different. 

The young girls doing a Hula 
wear the grass skirt made out of 
the leaves of the Ti plant. The older 
women wear their native costume, 
the holoku, made of gay prints with 
a train, a very dignified dress. Many 
of the troupes are made up of very 
young girls—12-14 years of age— 
well brought up, refined girls. Note 
the picture I enclose. 

Modern transportation and com- 
munication has brought Honolulu 
and the Islands close to the main- 
land. The wireless telephone (by 
radio circuit) makes it possible to 
telephone to nearly any point in the 
world—three minutes to San Fran- 
cisco costs $15.00 and $24.00 to 
New York. The days of isolation 
have passed. These people have 
everything we have on the main- 
land, plus a spirit of kindliness that 
prevails on all the Islands. A true 
Hawaiian hospitality handed down 
from past generations, and they are 
wise enough to treasure it and make 
of it almost an institution. This 
spirit prevails with the average busi- 
ness man on the Islands. They do 
everything possible to make your 
visit a pleasant one. If we on the 
mainland could capture some of 
that Hawaiian hospitality, how much 
better off we would be. 





Colored Stapling Wire 


Stapling wire of almost every imag- 
inable color is now being manufactured 
to order. Called Colorstitch, it is an 
easy and economic way of “dressing- 
up” corrugated or fibre board shipping 
cartons. Made in all standard stapling 
wire sizes in lots of 500 lbs. or more, 
maker states it is rust-resistant. Sam- 
ple card showing the standard colors 
is available. Acme Steel Co., 2840 
Archer Ave., Chicago, III. 





Ammunition Handbook 


A 72-page booklet entitled, “West- 
ern Ammunition Handbook,” illustrates 
and describes the complete line of West- 
ern ammunition. Many features of the 
line are shown in detail. A trajectory 
chart visualizes the actual bullet flight 
from riflle to target and is practical 
for the sportsman’s use. Available from 
advertising department, Western Cart- 
ridge Co., East Alton, IIl. 
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Recommend a Leader 
; CORTLAND 


GRAY-WICK 


WIRE CLOTH 


This tough time-tested Open Hearth 
Copper Bearing dull galvanized and 
enamel coated wire cloth is your double 
protection: 1, customer satisfaction; 
2, more sales. 

WIRE - WIRE CLOTH - POULTRY NETTING 
HARDWARE CLOTH + WIRE NAILS 


WICKWIRE BROTHERS 


CORTLAND --NEW YORK: ULS-.A 









Lp enemy it be a single room (as above) or an 
elaborate suite, you will find Hollenden guest 
rooms modern and up-to-the-minute in decorations, 
equipment and furnishings. We are completing a 
modernizing program which make Hollenden guest 
rooms as fine as any to be found in Cleveland. The 
location is ideal, the service excellent, the food of 
the best and the prices moderate. Select the Hollen- 
den on your next trip to Cleveland 


HOTEL HOLLENDEN 


A DeWitt Operated Hotel CLEVELAND R. F. Marsh, Mgr. 


ONLY A 
BRUSH THAT 
IS TRADE MARKED 


RUBBERSET 


(traDE marx) 


IS A GENUINE 
RUBBERSET 
BRUSH 
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| |DEALERS ARE PILING UP PROFITS 


ON TURNER CAMP STOVES 


Jobbers everywhere report fine in- 
creases in volume due to our pol- 
icy of longer profit to the dealers 
on Turner Camp Stoves. 


Dealers should this 
fast selling line of Camp Stoves 
if they have not done so. 


investigate 


Four models to stock meet all § 
demands and requirements of the /% 
purchasers. 





| Consult your Jobber or write for 
| | complete information. 


4 tae a 


| 400 PARK AVE. 











IT PAYS TO PUSH 


“CORY 


COFFEE BREWER 





ol ort 


‘YowGIVE more vaue— SELL more BREWERS 





* ONLY the CORY gives all these features: ‘’Fast-Flo’’ 
Filter; Patented Funnel Holder; Hinged Decanter Cover; 
2-Heat Electrical Units; Better-Heat-Resisting Glass; beauti- 
ful platinum striping. No metal touches the coffee. 


CORY National Advertising is helping to build strong con- 
sumer demand and preference. CORY dealer helps are 
most practical. Prices are maintained; you make your full 
profit. Ask your jobber,’or write us for folder. 


GLASS COFFEE BREWER CORP., 
Dept. 33, 325 North Wells Street Chicago, Illinois 
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THE McCORMICK SALES CO., BALTIMORE, MD. 
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KITCHEN DEVILS MAKE 
THE DIMES ROLL IN 


A LINE of Pot Cleaners that makes the 
dimes roll in. The display is Kitchen Devils’ 
10c Counter and a real money maker. 
Cleaners packed ONE style or FOUR styles, 
assorted, in 2 doz. container — "MOP," 
"BALL," "HANDLE," and "GOLD," the last 
in cellophane envelope. Just put one ot 
these displays on your counter. Let cus- 
tomers pick out style of cleaners preferred. 
Watch them sell! 


LANDON P. SMITH, Inc. 
IRVINGTON, N. J., U. S. A. 


iy GLASS CUTTERS - GLAZIERS POINTS - GLASS PLIERS e 
PUTTY KNIVES - WOOD SCRAPERS - LAWN SPRINKLERS 


DENISTON 


“Lead Seal’? NAILS 


Get samples of this remarkable roofing nail 
which makes any kind of roofing give better service. 
Smart dealers everywhere sell it as a profit-maker 
and good will builder. Note the famous ‘‘Lead 
Beal’’—the lead under the head and down the 
shank actually plugs the nail hole with lead! ... 
Ask your jobber or write us for samples and dem- 
onstrator blocks. 


The DENISTON Company 
4840 S. Western Ave. CHICAGO, ILL. 














The Original 
“HORSESHOE MAGNET” 
HAMMERS 


Stee! Forgings, Perma- 
nent Magnets. The beat 
magnet hammers on the 
market. Give long and 
satisfactory service. The 
Hammer holds the tack 


ARTHUR R. ROBERTSON 
Sele Manufacturer 
15 Hawthorne Street, Boston, Mass. 
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Sweden is News 


(Continued from page 30) 


foodstuffs such as milk and meats 
have a novel and enticing cooling 
arrangement. A thin, draping 
sheet of water flows downward 
on the inner surface of the plate 
glass windows and drains at the 
base, giving an effect that is 
agreeable and sanitary and dis- 
couraging to flies. 

The paint dealer is the “Farg- 
handel.” His store is a rainbow 
of dry colors, neatly shelved in 
an array of uniform glass jars. 
His wares include bottles of tech- 
nical fluids, oils, driers, brushes, 
etc. Prepared paint in volume, as 
we have it, is unknown. With 
the exception of varnishes, enam- 
els, or touch-up sizes, larger re- 
quirements are mixed from dry 
bases by the painter. Zinc is 
favored as a base. Paint dealers 
also carry janitorial supplies, 
rubber sundries, and _ toiletries. 
They specialize in tooth pastes, 
lotions, and hair tonics and also 
sell an assortment of home wine- 
making gadgets and bottles of 
apricot cordial or cognac flavor- 
ing. 

Long-haired 35 or 40 stucco 
brushes cannot be used in apply- 
ing the semi-plastic paint used 
by Swedish painters. A_ short- 
bristled round brush is in common 
usage. Three-coat exterior jobs 
are expected to last 15 or 20 years. 
Interior finishes, also applied 
thickly, are brushed down to 
porcelain-like glazes. The famil- 
iar red-painted homes of the coun- 
tryside are painted with falum red 
ochre, a by-product from weath- 
ered tailings of an ancient copper 
mine. The dry ochre, mixed with 
water and a dash of vitriol, has 
exceptional preserving qualities. 

The grocer most closely ap- 
proaches the American methods 
of retailing. Canned goods, par- 
ticularly American, occupy much 
of the shelf space but the large 
part of his sales are in bulk goods. 
There are many small “Fruk- 


e 4 a 
taffairs” or fruit stores, where 


native fruits and berries are sold 
side by side with fruits from 
America, South Africa or the 
near East. The “Apotek” or drug 
store is a miracle of dignity and 
sells only drugs and medical prep- 


arations, leaving alarm clocks, ice 
cream sodas, crockery, and pocket 
knives to others. The “Pappers- 
handel” is similar to our station- 
ery store and the “Frohandel” 
covers the seed and garden supply 
dealers. The butcher, the baker, 
the shoemaker, and others, supply 
a variety of human needs in their 
respective establishments. 

All join together in one of the 
most colorful merchandising prac- 
tices—the market day tradition. 
Great or small, every city has its 
large cobbled market square, 
where the townspeople and the 
country people meet. To them, it 
is a day of barter while to the 
visitor it is dipping into a folk- 
lore long past. 

Three or four times yearly, a 
great market day is held and it is 
truly a festival of carnival and 
merchandising. As on weekly 
market day, farm produce is 
brought in during the night and 
by the early hours of the morning 
the square has blossomed out into 
a village of tables, canvas booths, 
and stores on wheels. The sea- 
sonal farm products are laid out 
in tempting displays. Butcher 
wagons are filled with meats and 
sausages while booths offer candy, 
toys, and clothing. Complete hard- 
ware stocks cover the cobble- 
stones. The handcraft men lay out 
their shining rows of popular cop- 
per utensils. Even the wooden 
shoe merchant is represented by 
his finely lacquered wares, still 
used by the older generation of 
farmers. 

A Salvation Army band plays 
and in an opposite corner an ac- 
cordionist draws out popular bal- 
lads for an appreciative circle. 
Vendors of “glass,” the Swedish 
version of ice cream do a rushing 
business while toward evening 
come the sellers of that interna- 
tional delicacy, the frankfurter. 
In the midst of all this, an air of 
good humor prevails for the 
Swedes rarely see occasion for 
boisterousness. Business may be 
little more than dull in the estab- 
lished stores but one doubts if the 
merchants would exchange the 
color and gaiety of market day 
for ordinary trade. 
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Mayhew tools have been the source 
of Dealer and Jobber profit and 

See, satisfaction for over 80 years. 
MAYHEW No. 435 “Ask Your Jobber-Salesman’”’ MAYHEW No. 490-A 


MAYHEW STEEL PRODUCTS -¢ Inc. 


SHELBURNE FALLS, MASS., U. S. A. Foreign Offices: 1332 William Street, Montreal, Canada; 15 Mallow St., Old Street, 
London, E. C. 1, England. 












































NEW 
BENCH TOOLS 


No. 31 Belt Sander —a 
real production sander 
for home workshops at 
low cost. Massive con- 





struction — simple ad- 

justments and accurate 

> alignment of belt drums 
r —q—wme and table. Drums 4” in 
oS diameter and 4” wide 


aee with closed ends. All 


bearings oilite bronze— 


No. 30 Band Saw — sturdy dustproof oilers. 


HAMMER TO : 10” band saw, practically 
s vibrationless — cuts true to 

APPLY _ a line on straight cuts as 

| well as radii. Rubber cov- 

ered wheels guarded front 
and back—oilite bearings 
completely enclosed—upper 
and lower blade _ guide. 
Altho designed for the home 
workshop, this Band Saw is 


practical, efficient and eco- 
nomical equipment for any 











0 
Gor vey ‘sc! ie fal ws - Aili \ =— cabinet or repair 
me Le ‘ net mie> e Geno ou \ Write for literature on these 
; sted oMP™E pecil¥, orde new ‘'big-value"’ tools. 
5 of BEF anes cin: ARCADE MFG. CO. 
oF pot : 1201 Shawnee St., 
Freeport, Ill. 
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HARDWARE 






























Contractors push sales of “Over-the- 
Top” equipment because they can 
install it in a few hours at a handsome 
profit. 


Get closer co-operation from contractors by “making a deal 
eB with them on “Over-the-Top’” Door Equipment. Many a con- 
~ tractor has been making extra income modernizing garage doors 
‘with this unique equipment. The investment is small. ‘“Over- 
the-Top” Door Equipment requires no excess trackage, no 
weights, pulleys, cables, chains. The profit is generous . . . the 
market is wide . . . there’s a size for every opening. One job 
sells others. A littie special co-operation with contractors gets 
them “plugging” for you—selling this equipment and other 
' hardware items. Write now. 


FRANTZ MFG. CO., Sterling, Illinois 


This attractive, easy-operating equip- 
ment helps secure orders for the 
balance of the hardware for new 
buildings. 








“Over-the-Top” sells for less than 
most other “‘overhead’’ equipment — 


owe =.  * TOP” 
—— a ©) Foor EQUIPMENT 
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4, “WHO MAKES IT?” 


Information regarding sources of supply as pro- 
vided readers of Hardware Age by the “Who Makes 
it?” editor is here presented as an aid to others in 
the trade who may be seeking the same articles. 
The inquiries reproduced have been selected because 
of their general interest to hardware merchants and 
buyers. This editorial feature in each issue supple- 
ments the service rendered by the “Who Makes It?” 
issue. When writing to the firms mentioned, state 
that you secured your information from the Hard- 
ware Age Directory Number. 


The “Who Makes It?”’ issue of Hardware Age enables you to quickly locate sources of 


supply and helps you answer many questions regarding brand names, products, etc. 


Hysham, Mont.: Where can we 
obtain repairs for the Michigan fire 
hydrant? — Bradbrook - Saunders 
Lumber & Hardware Co. 


ANSWER: Michigan Valve & 
Foundry Co., 3631 Parkinson Ave., 
Detroit, Mich. 


Holyoke, Mass.: Who makes the 
Yankee Mops?—The Wells Hard- 
ware Co., Inc. 


ANSWER: Blakesley Novelty Co., 
Bristol, Conn. 


Marion, N. C.: Who manufactures 
the Vector water heater?—McDow- 
ell Hardware Co., Inc. 


ANSWER: American Radiator 
Co., 40 W. 40th St., New York, N. Y. 


New Britain, Conn.: Please fur- 
nish address of the Double A Prod- 
ucts Co.-—Rackliffe Bros. Co., Inc. 


ANSWER: 405 North Ave., Ann 
Arbor, Mich. 


Cleveland, Ohio: Please furnish 
name of distributor for the Fred 
Montford English scythe—F. J. 
Pekoc, Jr., Hardware Stores. 


ANSWER: H. Boker & Co., 101 
Duane St., New York, N. Y. 
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Abingdon, Ill.: Where can we ob- 
tain repairs for the Oster Bull Dog 
die stock?—Theo. S. Benner. 


ANSWER: Oster Mfg. Co., 2067 
E. 61st Pl., Cleveland, Ohio. 


* + 


Arlington, N. J.: Who makes a 
spiral sash balance? — Midland 
Hardware. 


ANSWER: Unique Balance Co., 
Inc., 295 E. 133rd St., New York, 
N.. ¥. 


+ + 


Glasgow, N. W. Scotland: Who 
makes Kleen-O pot cleaner?—J. & 
A. McFarlane, Ltd. 

ANSWER: National Brush Co., 
101 Illinois Ave., Aurora, IIl. 


+ + 


Lake Forest, Ill.: Who is the dis- 
tributor for Brades_ trowels?— 
O’Neill Hardware Co. 


ANSWER: John H. Graham & 
Co., Inc., 113 Chambers St.. New 
York, N. Y. 


& #2 @ 


Narberth, Pa.: Please furnish ad- 
dress of the Nurnberg Thermometer 
Co., Inc.—H. Ricklin. 

ANSWER: Bridge & Fulton Sts., 
Brooklyn, N. Y. 


* + 


Lowell, Mass.: Where can we se- 
cure extra cutters for the Steers pat- 
tern expansive bit?—Bartlett & Dow 


Co. 


ANSWER: Arrow Head Tool 
Corp., Tracy, Conn. 


Stamford, Conn.: Please furnish 
name and address of the manufac- 
turer of Oilzum lubricating oil.— 
Karp’s Hardware. 

ANSWER: White & Bagley Co., 
Worcester, Mass. 


* 2 # 


Newark, N. J.: Who makes the 
Challenger polishing cloth?—J. 
Sterns. 


ANSWER: Challenger Sales Co., 
49 First St., New York, N. Y. 


* + 


Paintsville, Ky.: Who makes the 
Granitine laundry trays?—Big 
Sandy Hardware Co. 

ANSWER: Chicago Granitine 
Mfg. Co., 4920 S. Rockwell Street, 
Chicago, Ill. 


* @< € 


Campbelltown, Pa.: Please fur- 
nish name and address of the manu- 
facturer of the Ryco furnace.— 
A. M. Brandt. 


ANSWER: Rybolt Heater Co., 
Ashland, Ohio. 


* * * 
Newport News, Va.: Who makes 


the Eagle brand belt lacing?— 
Rosenbaum Hardware Co. 


ANSWER: American Lace 
Leather Co.. Richmond, Va. 


* * * 
Oviedo, Fla.: Who makes the Cole 
horse planter?—Nelson & Co. 
ANSWER: Cole Mfg. Co., Char- 
lotte, N. C. 
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"This Bernard tool is cata- 
loged on pages 19 to 26 of 
the Hardware Age 1937-38 
Buyers’ Directory — 


TAKE A LOOK 
You will find eight (8) pages 






of Bernard products in this 

Directory (pages 19 to 26) -- 

a complete buyers’ catalog of 

the Bernard line of Pliers, 
Nippers, Punches, Pruners and special 








purpose tools for the hardware and 





mill supply trades.”’ 


Also includes Plier Pete 
BARGAIN SALES UNITS 
THE WM. SCHOLLHORN CO. 


416 CHAPEL STREET, NEW HAVEN, CONN. 































L277, PITTSBURGH. 
JY? PLATE GLASS COMPANY 


GRANT BUILDING PITTSBURGH, PA. 











WHY DO THEY USE 
“WA SHING-MACHINE” CHAIN? 


Believe it or not, McKay Chain is used to lock slot- 
machine-type Washers to the floor in apartment houses, 
so they’ll “stay put.” This simply shows the versatility 
of the McKay Chain line. It’s always A-No. 1 in quality 
—no matter for what purpose it is used. 

If you want the benefit of “McKay’s 50 years of know- 
ing how,” better handle the products of . . . 


THE McKAY COMPANY 
McKAY BLDG. . . . . PITTSBURGH, PA. 





For new life in your wrench department, ask 
your Jobber about the IMPROVED Stillson. 


THE RIDGE TOOL CO. 














away 


"are immediate customers for the IMPROVED 
Stillson when they see it. 








ELYRIA, OHIO, U. S. A. 








—— | 
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Monthly Merchandising Plans Move 
Alabastine Oil Paint Products 


from April to November . . . Write 
ALABASTINE COMPANY - GRAND RAPIDS - MICH - 


Premax Solid Steel (PRemax) 















on — the New Qe 
etachable Handle 
f The Best 


y= Seller of 1937 


Dealers tell us—and records prove their state- 
ments—that the Premax Detachable Handle 






PREMAX PRODUCTS 
Chisholm-Ryder Company, Ine. 


| oo SELLING FEATURES 


ae 





Extra features of the Hamilton Beach 
food mixer make it easier to sell. 
Easily demonstrated and understood, 
they all appeal to a woman’s desire for 
greater convenience. 


Extensively advertised in leading maga- 
zines, the Hamilton Beach has become 
a great sales leader. Attractive tie-up 
material, liberal discounts and a profit 
protecting policy are behind every 
one you sell. Order from your whole- 
saler. Write us for free dealer, helps. 


HAMILTON BEACH CO., Racine, Wis. 


















NATIONALLY ADVERTISED 


Division of Scovill Manufacturing Co. 











3801 Highland Avenue, Niagara Falls, N. Y. 








R. MURPHY QYSTER KNIVES 
e Standard of | Excellence Since 1850 

HOW IS YOUR Preferred by Oystermen from Coast to Coast 

—_ of this Splendid 





Skiving Knives STYLES—New Haven—(shown in cut), Bos- 
Ten. Seattle, Crisfield, New York, Providence 
Long and Providence Short. 











AUGUST 12, 1937 





Solid Steel Rods are outselling competition this ee ee The season will soon be on. Stock up now with 
season! Still time to get in an order for Fall a ee these quick, profitable sellers—for every time 
business. Send for list of 50c to $1.75 rods today. Stencil Knives you sell an R. MURPHY Knife, you make a satis- 
— as fied customer. 
Booting ial Knives Write for new catalog, prices, etc. 
Handles ‘ 
Extension Biades == Robert Murphy’s Sons Co., Ayer, Mass. 
ne 
98 








Cone-coil safety 
springs are tucked 
inside the housing. 
That’s why so many users 








CLASSIFIED OPPORTUNITIES SECTION 





Positions Wanted Advertisements 


at special rate of one cent a word. mini- 
mum 50 cents per insertion. 


All Other Classifications 


Set Solid, Maximum of 50 words... .$3.00 
Each additional word............ 06 
All Capitals, Maximum of 50 words.. 4.00 
Each additional word..........+. 06 


Allow Seven Words for Keyed Address 
Boxed Display Rates 


1 ineh 





Discounts for Consecutive insertions 
4 insertions, 10% off; 8 insertions 15% off. 
Due to the special rate, these discounts do 
not apply on Positions Wanted Advertise- 
ments 


a J — 
REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 
not currency. 
a 6 — 


HARDWARE AGE is published every other 
Thursday. Classified forms close 13 days 
previous to date of publication. 








Use this section to reach Hardware Manufacturers, Manufacturers’ Agents, 
Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


e CLASSIFIED ADVERTISING RATES ¢ 


NOTE 
Samples of Literature, Mer- 
chandise, Catalogs, etc., will 
not be forwarded. 


== @ = 
Address your cerrespondence and replies to 
HARDWARE AGE 
Classified Opportunities Dept. 
239 West 39th St., New York City 








SALES REPRESENTATIVES WANTED 


SALES REPRESENTATIVES WANTED 


SALES ACCOUNTS WANTED 





SHANE & HAYS HAVE AN OPENING in 
upper New York, Poughkeepsie to Buffalo. Our 
Shanday line is well known throughout the state. 
Apply only if you have proper qualifications. 
Good opportunity for right man. Write 5300 21st 


Ave., Brooklyn, N. Y 


TRAVELING SPECIALTY SALESMAN 


CALLING OWN radio, electrical, hardware, toy 
and department store trade; exclusive or side 
line proposition open. Address Box C-639, care 


of Harpware Ace, 239 W. 39th St., N. Y. City. 


SALESMEN IN ALL TERRITORIES TO 
sell as side line to hardware and variety stores, 
a fast-selling dependable and moderately-priced 
combination padlock. Address Box C-618, care 
of Harpware AGE, 239 W. 39th St., N. Y. 
City. 








SALES AGENTS FOR EXCLUSIVE TER- 
RITORY to sell as a side line to the heating and 
hardware trade, an air conditioning vacuum valve, 
retails at 
10%. Address 
Newark, N. J. 


Wackenhuth, 905 S. 16th St., 


MANUFACTURERS’ AGENTS WANTED. 
ELECTRIC WIRING devices, appliances, heat- 
ing pads; wholesalers, departments, chains, better 
retailers. State territory and trade. Prominent 
eastern manufacturer. Address Box C-658, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 








ON THE 
established 


SALESMEN NOW CALLING 
hardware and paint dealers, to sell 
manufacturer's line of paint brushes. Commission 
basis. Several territories now open. A real op- 
portunity to earn some extra money each month. 
Address Box C-654, care of Harpware AGE, 239 
W. 39th St., N. Y. City. 





SALESMEN WANTED TO REPRESENT 
New York live wire jobbing house to call on re- 
tail hardware trade. Wide New Jersey territory 
open. Also opening in New York, Westchester 
and Connecticut. Only those with actual experi- 
ence apply. State experience fully. All applica- 
tions confidential. Address Box C-636, care of 
HarRpWARE Ace, 239 W. 39th St., N. Y. City. 





WANTED FOR STATE OF MICHIGAN, 
exception of Detroit proper, salesman covering 
retail hardware stores and lumber yards, to sell 
new and modern line of inside lock sets on liberal 
commission basis. Line has many new patented 
features and practically sells itself. We are look- 
ing for aggressive man with established trade. 
Address Box C-651, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 





ESTABLISHED MANUFACTURER WITH 
NATIONAL DISTRIBUTION only product its 
kind on market, has number exclusive territories 
available to experienced paint salesmen only, 
capable establishing dealers and accomplishing 
necessary detail work with jobbers’ salesmen. Ex- 
tremely high commission assures over one hun- 
dred dollars weekly. Car allowance. Address 
Box C-640, care of Harpware Ace, 239 W. 39th 
St., N. Y. City. 


94 


| tories guaranteed. 


50c, reduces steam heating costs about | 





HARDWARE AND HOUSEFURNISHING 
SALESMEN WANTED in Buffalo, Rochester, 
Utica, Albany, Michigan, Indiana, Kentucky, St. 


Paul, Minn.-Duluth, Minn. Two hundred fast- 
selling hardware housefurnishing items. Com- 
mission basis. Address 1140 Broadway, Room 
301, N. ¥. City. 





SALESMAN WANTED 


TO SELL AN es- 
tablished side-line in the state of California. Need 
man who calls on both furniture and hardware 
trade, including wholesale and retail. Commis- 
sions paid at first and if satisfactory, drawing 
account can be arranged. Address Box C-649, 
care of Harpware AGe, 239 W. 39th St., N. Y. 
City. 





WELL-KNOWN manufacturer of taps, dies and 
screw plates in large trading areas. Must have 
a following in the retail hardware and large in- 
dustrial trade. Commission and protected terri- 
All communications confiden- 
tial. Address—Charles E. Vautrain Associates, 
Inc., Advertising counselors, 560 Dwight Street, 
Holyoke, Mass. 


SALESMAN WANTED TO REPRESENT | 





SALESMAN — ALREADY ESTABLISHED 
WITH HARDWARE, building supply, sash and 
door wholesale and jobbing trade, to sell the very 
latest development in weather and dust strips 
for windows and doors made of a new metal never 
before used. Nationally advertised and aggres- 
sively promoted by mail. Liberal commission. 
Detail information regarding qualifications in first 
letter. Address Monarch Metal Weatherstrip 
Corp., 6333 Etzel Ave., St. Louis, Mo. 


SPECIALTY SALESMAN WANTED IN 
MILWAUKEE, Illinois (outside Chicago), Mem- 
phis, New Orleans, Louisville, Philadelphia, Pitts- 
burgh, and all Southern States. Group of fast- 
selling hardware specialties selling to hardwares 
and lumber yards. Full protection and ae 
collect— 





tion. Buy merchandise, sell, deliver, 

finance yourself—your own business. Address 
Box C-561, care of Harpware AcE, 239 W. 
39th St., N. Y. City. 





SALESMEN—TO REPRESENT OLD ES- 
TABLISHED saw manufacturer offering com- 
plete line of saws, including crosscut saws and 
band saws, to the hardware trade, opportunity to 
sell hardware jobbers and hardware dealers. Must 
travel mest of time and have experience selling 
hardware jobbing trade. Give full details in first 
letter stating age, education, lines now carried, 
territory covered and how often. Address Box 
C-388, care of Harpware AcE, 239 W. 39th S$. 
N. Y. City. 





CHROMIUM KITCHEN HARDWARE. WE 
STILL HAVE A FEW DESIRABLE TERRI- 


TORIES OPEN FOR EXPERIENCED 
BUILDERS’ HARDWARE REPRESENTA- 


TIVES WHO HAVE AN _ ESTABLISHED 
ACQUAINTANCE WITH BUYERS. STATE 
TERRITORY COVERED AND BUILDERS’ 
HARDWARE LINES NOW __ CARRIED. 
AMERICAN BRASS GOODS COMPANY, 140 
4 Se GROVE, S.W., GRAND RAPIDS, 
MICH. 








Long Established, 
Well Rated, 
Wholesale Hardware 
Distributor 


with railroad siding and ware- 
house, strategically located 
for distribution along the 
Delaware River territory 
from South Philadelphia to 
the Delaware state line and 
all of Delaware County, 


Desirous of 
Representing 
Manufacturers 
As Wholesale 
Distributor 


with lines affiliated to hard- 
ware requiring an active 
distribution in this large in- 
dustrial area. 


* 
Address Box C-660 
c/o HARDWARE AGE 


239 West 39th St., 
New York, N. Y. 











SALES REPRESENTATIVE OF HARD- 
WARE AND tool lines, established for many 
years with the jobber buying trade in southwest- 
ern states, can give high type of sales represen- 
tation to one additional line for distribution of 
same through rated jobbing channels. Correspon- 
dence invited. Address Box C-655, care of Harp- 
warE AGE, 239 W. 39th St., N. Y. City. 





MANUFACTURER’S REPRESENTATIVE 
WITH LONG AND well established office wishes 
additional lines for Jobbers, Chains and Factories 
on commission basis. Cover Southern California 
only, assuring steady concentrated sales efforts. 
Nature of line not as important as merit, volume 
and repeat possibilities. Correspondence invited. 
Address Box C-652, care of Harpware AGE, 239 
W. 39th St., N. Y. City. 


HARDWARE AGE 
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BUSINESS OPPORTUNITIES 





POSITIONS WA D 








ATTENTION MANUFACTURERS! 

ARE YOU REPRESENTED IN CANADA? 
ARE YOU CONSIDERING MAKING A CHANGE? 
An established live wire organization located in 
Toronto, with distribution facilities throughout the 
Dominion, is open for additional fast selling, good 
repeating new or staple lines. Can either carry ac- 
counts or sell on commission basis. 

Have good connections with leading jobbers, chain 
and department stores and can guarantee results. 
Trade and bank references gladly furnished on 
request. In replying, please state full particulars, 
enclosing literature, etc. Address Box C-644, care of 
HARDWARE AGE, 239 W. 39th St., N. Y. City 











WANT TO REPRESENT MANUFAC- 
TURER of plumbing and mill supplies in Geor- 
gia and South Carolina. Address Stein Steel and 
Supply Company, Box 138, Atlanta, Ga. 





WANTED—THE BEST POSSIBLE LINE of 
belting and packing for the entire state of Maine. 
Applicant well connected throughout the state with 
every opportunity to obtain large volume. Address 
Box C-630, care of Harnware Ace, 239 W. 
39th St., N. Y. City. 


HELP WANTED 














Wanted By Large Hardware Company 


ACCOUNTANT, executive, under forty. Must be 
experienced on machines, know stencgraphy; knowl- 
edge of hardware not requisite. Good salary and fine 
prospects for right man. ‘This is an opportunity 
rarely presenting itself. Address in own handwrit- 
ing stating experience and with whom. Personal 
— necessary. All applications strictly confi- 
dentia 
Address—United Hardware & Supply Company 
Titusville, Pa. 








SALES MANAGER DESIRED 


by largest and oldest independent lamp 
bulb manufacturer to handle a new and 
very attractive proposition through 
jobbers and dealers on a national scale. 
Write for particulars. 
Address—Box C-648 
Care of HARDWARE AGE 
239 W. 39th St., N. Y. City 








FOR SALE— HARDWARE, PLUMBING 
AND heating stock and modern fixtures located 
in Eastern Michigan resort and farming section. 
Clean stock, rent reasonable. Priced for quick 
sale. Address Box C-653, care of HaRrbDWARE 
Ace, 239 W. 39th St., N. Y. City. 


FOR SALE—RETAIL HARDWARE BUSI- 
NESS, one of the finest set ups in Western 
New York. Old and only hardware store in 
clean village of 1600. Established cash business. 
Large up to date stock, $15,000 required. Ad- 
dress Box C-647, care of Harpware AGE, 239 
W. 39th St., N. Y. City. 


POSITIONS WANTED 


BUYER OR MANAGER OR BOTH. Twenty- 
five years’ retail and wholesale experience. Mar- 
ried. Best of references. Iowa, Missouri or IIli- 
nois preferred. Address C. E. Campbell, Chari- 
ton, Iowa. 














PURCHASING AGENT HAVING SYNDI- 
CATE AND jobbing buying experience of hard- 
ware, mill supplies, general merchandise, etc., de- 
sires position with reliable company. Can supply 
excellent references. Address Box C-627, care of 
Harpware AGE, 239 W. 39th St., N. Y. City. 








CAPABLE YOUNG MAN, 29 YE ARS of age 
now employed in a responsible sales capacity de- 
sires to become located with a reliable firm where 
own initiative and ideas can be used. Good sales- 
man and correspondent. Address Box C-656, care 
of Harpware AGe, 239 W. 39th St., N. Y. City. 





BUYER OR ASSISTANT with 18 years’ ex- 
perience buying hardware, mill supplies and ma- 
terials for the manufacturing of machinery. Can 
furnish excellent references. Address Box C-646, 
care of Harpware Ace, 239 W. 39th St., N. Y. 
City. 





SALESMAN—45. RESIDENT OF NASSAU 
and Suffolk County for past 30 years seeks posi- 
tion with paint concern. Well known to the trade. 
References. Small salary and commission. Ad- 
dress Box C-620, care of Harpware Ace, 239 W. 
39th St., N. Y. City. 











BUSINESS OPPORTUNITIES ~ 








MANUFACTURERS, 
WHOLESALERS, RETAILERS 
Cash available for complete or surplus 
stocks, short term leases assumed. 


Address—MAZER BROS. 
Bourse Bldg., Philadelphia, Pa. 

















FOR SALE—HARDWARE STORE IN 
Willamette Valley pay roll town. Small invest- 
ment and good turnover. Want to sell on ac- 
count of poor health. Address Box C-625, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 





AVAILABLE YOUNG MAN, 30, MARRIED, 
6 years’ experience in wholesale distribution of 
hardware factory supplies; also retail mechanical 
ability; expert chauffeur. Can furnish best of 
references. Address Box C-642, care of HARDWARE 
Ace, 239 W. 39th St., N. Y. City. 





EXPERIENCED WHOLESALE AND SPE- 
CIALTY SALESMAN with car wants ones 
as manufactures’ representative in New York 
City and surrounding territory. References fur 
nished. Live wire. Can produce results. Address 
Box C-650, care of HarpwarE AGE, 239 W. 39th 
St, > 2. Cah 





HARDWARE MAN EXPERIENCED IN 
ALL lines of general hardware, capable of buy- 
ing, selling and store management, bookkeeper. 
Have proven record. Good references. Good 
health. Age 35. Wants connection in Northwest. 
Address Box C-645, care of Harpware AGE, 239 
W. 39th St., N. Y. City. 





MERCHANDISE WANTED—I BUY FOR 
cash small or large lots of manufacturers’ close 
outs, jobbers’ surpluses and any discontinued 
items in the hardware and harness line. Write 
me what you have to offer. Address Harry J. 
Epstein, 815 Central St., Kansas City, Mo. 





FOR QUICK SALE, HARDWARE AND 
HOUSEFURNISHING store in Metropolitan 
New York area. Established 15 years. Clean 
stock, inventory $8,500. Store in excellent loca- 
tion on busy thoroughfare, main street. Reason- 
able rent. Address Box C-638, care of Harp- 
WARE AGE, 239 W. 39th St., N. Y. City. 





FOR SALE — ESTABLISHED RETAIL 
HARDWARE business, Southern California, 
since 1910. Well assorted lines, builders, shelf 
and general hardware, housefurnishings, china, 
electric appliances, sporting goods, paints, seeds, 
fertilizers. Located fastest growing community 
in State—large trading area. Stock about $40,- 
000. Splendid opportunity for ambitious hard- 
ware men. Owner retiring. Terms can be ar- 
ranged. Address C. M. Logan, 947 Atchison St., 
Pasadena, California. 


AUGUST 12, 1937 





SALESMAN, 10 YEARS’ EXPERIENCE 
CONTACTING JOBBERS, department § and 
chain stores, large dealers in Metropolitan New 
York territory, desires connection with manufac- 
turer of products salable to these outlets. Address 
Box C-641, —_ of Harpware AGe, 239 W. 39th 
St., N. Y. City. 





YOUNG MAN, 29, WITH 15 YEARS’ EX- 
PERIENCE in retail paint and hardware firm 
where future is definite opportunity. Prefers 
outside work or selling. Will accept $25 to start. 
Best of references. Well acquainted with all lines. 
Single; can locate anywhere in U. S. Address 
Box C-624, care of Harpware Ace, 239 W. 39th 
st, : Y. Cop 





SALESMAN AVAILABLE KANSAS, MIS- 
SOURI, NEBRASKA or Iowa, carry out plans 
and policies for promotion of sales, develop new 
channels for factory lines, domestic, imported, in 
connection with hardware and kindred trade 
Thoroughly experienced hardware and specialty; 
wide acquaintance, with successful sales record. 


Address Box C-603, care of Harpware Ace, 239 


W. 39th St., N. Y. City. 





Hardware Personnel 


Our files centain applications of several hundred ex- 
perienced and well trained employees in the hard- 
ware industries. 
NO CHARGE TO SERVICE, FOR THIS 
If we can be o to you, just phone 
ASSOGIATED "PLACEMENT BUREAU 


152 West 42nd Street New York City 
WIS. 7-1802, 1803 











SALESMAN, 36, 15 YEARS’ SELLING EX- 
PERIENCE. Eight years selling to retail hard- 
ware and furniture stores, hardware jobbers and 
department store trade. Seven years selling to 
all type of manufacturing concerns. College edu- 
cation, gentile, married, car owner, employed at 
present but would like to make a change. Will 
nct consider anything less than $6,000 to start. 
Address Box C-659, care of Harpware AGE, 239 
W. 39th St:, N. Y. City. 


YOUNG MAN, 29 YEARS OF AGE, with 15 
years’ experience selling retail hardware and 
paint lines desires position as traveling salesman 
with jobber or manufacturer. Have never sold on 
road. Would like to contact firm to train me for 
selling in any territory in United States. Salary 
basis or possibly combination salary and commis- 
sion with all traveling expenses paid under either 
arrangement. Best of references. Address Box 
C-657, care of Harpwaxe AGE, 239 W. 39th St., 
mM. X. Cae: 








I AM LOOKING FOR JUST one full time 
line to sell in and within about 100 miles of Chi- 
cago. It must offer a living now and be such that 
insdiiinent application can build it into a mutually 
profitable connection. In the area mentioned, I 
know and now sell to all the better dealer, jobber, 
department store, and mail order buyers. I am 
profitably employed with one lite but will take a 
step-down in immediate earnings for the sake of 
traveling intensively a small territory. Address 
Box C-643, care of Harpware AGE, 239 W. 39th 
St., N. ¥. City. 





DO YOU NEED A YOUNG experienced mer- 
chandise mauager or general manager for your 
hardware or building material business. Tweaty- 
nine. Present position assistant general man- 
ager of a hardware and building material chain. 
Can assist with valuable information in buying 
connections and stock control, that have proven 
successful. Know merchandising, clean first class 
record. Prefer central western states, but will 
go anywhere. Can furnish best of references. 
Address Box C-637, care of HArpware AGE, 239 
W. deem ti, 2. Be Coty, 





COMPETENT BUILDERS’ HARDWARE 
ENGINEER, WHO understands architects and 
their details; well versed on hand forged wrought 
iron, bathroom accessories, fireplace equipment, 
lighting fixtures and other building specialties, 
many manufacturers of which he knows person- 
ally, available. Thoroughly qualified to establish 
any ar all of these departments and capable of 
managing both buying and sales. Extensive ex- 
perience, successful sales record. Finest refer- 
ences as to character and ability. Address Box 
C-661, care of Harpware Ace, 239 W. 39th St 
M.. ¥.. City. 








13 days- 


before date of issue 
is the closing date 
for the classified ad- 
vertising section. 
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The Dash (—) Indicates that the Advertisement Does Not Appear in This Issue 
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This Young Man Will Be Called Lucky 


HEY will say, a few years hence, that he 

gets all the breaks. He will not be work- 
ing hither and yon, intermittently, because 
he will be a trained hardware engineer. He 
is being trained, through Hardware Age, just 
as surely as if he were in a class room. Adon 
H. Brownell’s complete course of reading 
“Taking the Mystery Out of Builders’ Hard- 
ware” is going to take a lot of the mystery 
out of success for this ambitious boy. 


Put yourself or your employee in his 
place, learn something more about the hard- 
ware business than less energetic men know. 


AUGUST 12. 1937 


The first division of this series is as easily 
understood as it is possible for the English 
language to make it. The first step in 
your advancement in the selling and servic- 
ing of builders’ hardware is as easy as step- 
ping up on to the curbstone, and the subse- 
quent steps will be made equally easy if you 
read the early chapters. 


This course is not available any way except 
through the regular reading of Hardware 
Age. There’s a lot of luck ahead if you learn, 
through these articles, what to do with it 
when it comes your way. 








To completely satisfy your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 
the red, white and blue surface markers in 34 inch diameter and larger. 


Columbian Rope Company, Auburn, “The Cordage City”, NLY. 


WATERPROOFED - GUARANTEED 


The SIGN of SECURITY 
in DEALER PROFITS 
and CUSTOMER 
SATISFACTION 


Makers of fine Padlocks, Night 
Latches, Door Closers, Key Blanks 
and Key Cutting Machines. 


INDEPENDENT 
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pacer LOCK COMPANY 
2 adi Fitchburg, Mass., U. S. A. 
Protection Branches in all principal cities 

















Genuin° DOMES & SILENCE 
SLIDE SILENTLY - SOFTLY- SMOOTHLY 
40c SET - 10c SET - 10c SET SAVE FURNITURE 

5 # & FLOORS-CREATE QUIET 


Name ‘Domes of Silence"’ 
on each genuine Glide. 






















Domes of Silence 
Rubber Cushion Glides 


- 
WAA ‘4 
For Tile, Marble, Cement and Bathroom Floors. 
Ey Noiseless: Sizes for metal beds, wood beds, large 
ig —J chairs and all furniture. 
Ask yourfobber. If he is not supplied write to 


DOMES of SILENCE, Inc., 35 Pearl St., N.Y. C. 














“CONTROLLED 


A New Principle 
of 
File Construction 






ws 


Means Faster 
Filing 
Increased File 

Sales 


| NICHOLSON FILE COMPANY 
Providence, R.1., U.S. A. 


<7RMoe wanes PATENTS PENDING 


A FILE FOR EVERY PURPOSE 


IRREGULARITY" 


Ne 





More Good Luck Jar Rub- 
bers are sold than any other 
kind. Used by experts and 
home canners for 20 years. 
Highest quality jar. rubber 
made. Nationally adver- 
tised. Excellent profit. Big 
repeats. 10c. a doz. Two 
gross (24 cartons) in full 
color display container. 








rcLole} om allel Qe Fim -ii) 1 :772- 
With the ‘BIG handy lip 


BOSTON WOVEN HOSE & RUBBER CO., Cambridge, Mass. 4 








HARDWARE 


TF gad all the specifications of 
exacting builders. Acomplete 
line; modern in design and built of 
the finest materials. 


. A catalog presenting the facts 
awaits your request. 














National Manufacturing Co. 
STERLING *. ILLINOIS 





The items below are 
all big sellers: 
SLIDING DOOR HANGERS 
SLIDING DOOR RAIL 
GARAGE HARDWARE 
DOOR LATCHES 
SCREEN HARDWARE 
STRAP AND TEE HINGES 
HALF SURFACE BUTTS 
MORTISE BUTTS 
ORNAMENTAL HINGES 
CUPBOARD TURNS 
SASH LOCKS 
SASH LIFTS 

















Easy Sales and 
Big Profits Hang 
on Small Items like 


MOORE 
PUSH-PINS and 
PUSHLESS HANGERS 


And these easy sales will double 
or triple when this handsome dis- 
2 play cabinet is kept in sight. Na- 
“tional advertising has taught your 
customers the need for these 
handy products, already in use in 
most homes, but there is a growing 
need for more . . .a need which this 
cabinet will quickly bring to mind. 


MOORE PUSH-PIN CO. 


Manufacturers of MOORE Push-Pins 
and MOORE Pushless Hangers 
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113-125 Berkley St., Philadelphia 
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FREE! 


Compact, 
all-metal, 
revolving 
display 
cabinet 
with each 
assort- 
ment of 


72 packs. 
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DEAL NO. 82—6 2-cell 
Bond Chrome-plated 
Spotlites—a big eye ap- 
peal, long-service flash- 
light case—in new pat- 
ented Si-me counter dis- 
play, and 48 No. 102 
Bond Super Service 
Safety Seal Mono-cells. 


DEAL NO. 28—6 brand 
new Bond 2-cell 22K 
Copper Spotlites, highly 
attractive and big value, 
in new patented Si-me 
display package, and 48 
Bond No. 102 Super 
Service Safety Seal 
Mono-cells. 


Blt VALUE 


DEAL NO. 25-6 im- 
proved Bond Baby 
Bronz-lites — Focusing 
Spotlite with beautiful 
solid bronze case—in 
Si-me display, and 24 
junior size Bond No. 
101 Super Service Safe- 
ty Seal Mono-cells. 


Ash your Jobbers Salesman. for full details 


BOND ELECTRIC CORPORATION 


NEW HAVEN, CONN. CHICAGO, ILL. SAN FRANCISCO, CALIF. 


AUGUST 12, 1937 








6 NVR) 1843-Sigozsai's NveTy-FoUR. YEARS OF HONORABLE SERVICE~193. 7 | NANCY \ 
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HIGHLY POLISHED | | CHROMIUM 
HEAVY ROLL STREAMLINED SNAPPY COLORS wipe 


CROWN 
ALUMINUM | ELECTRIC 


FENDERS, = ,) TAIL LIGHT 

CHROMIUM ~~ | perandiiis 

PLATED ns 
HORN AND ESTABLISHED 1843 

| ELECTRIC LAMP Saad CAGE GL ©. ©. Pam. ne. REAR FENDER 














{-——- = —— = 


SPECIAL BICYCLES 























No. SM2636D 


MEN'S DE LUXE 


urement —_ 

,,  MOTO-BIKE MODEL * 

BICYCLES COMPLETELY | — 
| 














jammer: | — ELECTRICALLY ECE | Ee 


IS 
| COMPLETE 











“DIAMOND EDGE Is 1 Quaury PLEDGE” 
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